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BIA Lmatic 


No. 81 Childproof \ : a 4 - No. 88 Heavy Duty 
Dialmatic ‘ ‘ -_ = Dialmatic 


No. 78 Standard 


NO. 88 e Extra-large 1%" tube @ DiALmatic Speed adjustment 


@ Heavy Steel Mounting Bracket @ Powerful Closing action 
— extra jamb bracket 


ADDED TO DEXTER BATTERY OF DOOR CLOSERS 


New heavy fire power—to give you a complete range of there’s a Dexter closer for every door, including the No. 
door closing artillery. The new No. 88 Heavy Duty Dial- 80 Dialmatic for screen and combination and light in- 
matic Door Closer for jalousie, prime and all interior terior doors, the No. 81 Childproof Dialmatic and the No, 
doors, rounds out the Dexter battery of door closers. Now 78 Standard Closer for light screen and combination doors. 


DEXTER LOCH DIVISION Dexter industries, Inc., Grand Rapids, Michigan 


IN CANADA: Dexter Lock Canada Ltd., Galt, Ontario. * IN MEXICO: Dexter Locks, Plata Elegante, S.A. de C.V. Monterrey. Dexter products are also manufactured in Sydney, Australia and Milan, Italy 





Now!...For the first time in years, we are expanding our 


PROTECTED DEALERSHIPS 


FOR AMERICA’S FIRST AND FINEST ALL ALUMINUM AWNING WINDOW 


the symbol of excellence 























GUARANTEED DEALERSHIP 
PROTECTION 


Protection, perfection and profit go hand in 
hand with your Miami Window Corporation dealership. Not 
only will the name of this time honored firm presell the first 
and finest aluminum awning windows made (7 series to choose 
from) — it is your guarantee of full and complete dealership 
protection from the only window manufacturer who will 
NEVER bid in competition with you nor maintain competitive 
warehouse branches. 


lsati-teslM@e Alaletoh mmeotolgelela-tilrels 


K COMPLETE LINE OF ALUMINUM WINDOWS AND DOORS 
9761 N-W. 37th AVENUE « MIAMI, FLORIDA 





Specially designed heavy duty operator Please send details on obtaining a Miami Window Corporation fully 
exclusive with Miami Awning Windows protected dealership. 
urricane tested and approved to with MY NAME 


! 
| 
{ 
winds in excess of 150 m.p.h I 
. FIRM NAME .. oe ese lee Cals at owe : res . § 

e weathering protection for 
i 
4 
i 


ADDRESS .. 


OU! APPRO 7 hay 15 STANDARD 01 | 
QUALITY APPROVED CITY... sees ZONE..... STATE 
RU cnnenan “a, Luaicg ae IT’S NOT A MIAMI WINDOW UNLESS IT’S MADE BY MIAMI WINDOW CORPORATION 
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NO OTHER BUILDING BOARD 
MEASURES UP TO RUBEROID STONEWALL 











RUBEROID STONEWALL BOARD is 
the ideal asbestos-cement flat sheet for 
farm construction and remodeling. The 
easy-to-handle 4’ x 8’ sheets go up fast 
over barn and service building sidewalls. 
Stonewall-covered walls last years longer 
without maintenance. 


RUBEROID STONEWALL BOARD is 
the perfect answer to cost-cutting in qual- 
ity board-and-batten new homes. It’s 
easy to apply. Just score and snap to 
size. Stonewall takes paint beautifully if 
desired. Reduces homeowners’ mainte- 
nance year after year. 


RUBEROID | 


RUBEROID STONEWALL BOARD has 
thousands of uses whether indoor or out 
wherever a fire-resistant, moisture-re- 
sistant, vermin-proof building board is 
needed. See your Ruberoid representa- 
tive or write: The RUBEROID Co., 500 
Fifth Ave., New York 36, N. Y. 


HELPS YOU BUILD...BUSINESS! 
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ae * 
anil ui & id i ry “DSC” means Dealer Sales Control, a phrase coined by this 
magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
* the permanent management principles which guide the edi- 
ate ri «3 = tors in reporting and interpreting industry trends. 
Controlling the sale at dealer level can stem from land con- 
trol, prefabing, financing, Home Center stores, strong retail 
RA ERC HAN D : cone i om as advertising, installation services, sales of new homes or re- 
modeling packages to builders or consumers. 
DSC means product brands and specifications controlled by 
the dealer. 


anes Mander ta Wome ce Pu Slishing Corp. 50 E. Mouros, St, Chicego 3°’ 
y cago 3, 
wg a ons year, Sand Canada $5 (26 Raven g $8 ie my AY $10 
ak urrent copy, 50¢. Back copies 
is ly wee: xcept Buying and Pro uct Data: File which 2. Entered as second class mat- 
Office at Chi » under the Act of March 13, 


1879.  Sonstight © 1900 by 5 > Publishing Corp. 





December 5, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





The vast new housing of the nation is populated with 


families who need to buy 


Trinity White ! 


Trinity White has been advertised continuously since 1941. 
Regular advertising appears in the leading architectural 
magazines and those read by masons, _— contractors 
and other segments of the building tr 


Along with the zooming sales of boats, barbecue equipment and sport 
clothing, the sale of Trinity White portland cement has doubled and re- 
doubled in the last few years. The list of items at the right shows why. 

Small-ticket sales of Trinity White have skyrocketed as new 
homes have sprouted. Here are homes by the million headed by 
rugged, strong young men who are anxious to build and improve for 
their families’ enjoyment. And a population “explosion” scheduled 
for the 1960's with the war-baby crop at the family-formation age! 

And the big-ticket sales to contractors and tonnage buyers mounts 
year by year. Last year Trinity White was used on many of the 
country’s most publicized and spectacular structures. 

White cement is no longer a “specialty item.”’ It is in regular 
and growing demand. For further information, write Trinity White De- 
partment, General Portland Cement Co., 111 W. Monroe St., Chicago 3. 


A product of GENERAL PORTLAND CEMENT COMPANY 


Chicago . Chattanooga ° Dallas . Fort Worth . 
Fredonia. Kansas + Jackson, Michigan + Tampa + Miami «+ 


Houston 
Los Angeles 
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STEPPING 


STONES 


A cinch to make. And do they dress up the 
place! Householders have several styles to 
choose from—angular or irregular shapes; 
use wood or turf'as form. 





GARDEN 


POOLS 


Gives a focal point to yard or garden, 
Raise aquatic plants, fish; attract birds. Very 
popular. A do-it-yourself project that will 
interest many families. 





BENCHES & 


SEATS 


Suggest a straight or curved bench. Other 
attractive yard items that will move Trinity 
White stock are birdbaths, sundials, flower 
boxes. 





DECORATIVE 


Beautiful garden walls and decorative 
screens can be built with units made of 
Trinity White. One sells others. Trinity is a 
true portland cement. 





EASY-TO-BUILD 


STEPS 


White steps ave attractive to the eye. Easily 
seen at night because of high light-reflec- 
tion. Your cement contractors will create new 
work with Trinity White. 





FOR OUTDOOR LIVING 


PATIOS 


Your family trade can build themselves won- 
derful patios for entertaining, barbecueing 
and summertime enjoyment. Where color is 
desired, Trinity tints beautifully. 





BEST FOR SETTING 


TILE 


Your building contractor trade who hove 
ceramic tile to set need a prepared tile 
grout made of Trinity White. 





GAME 


COURTS 


TERRAZZO 


FLOORS 


Shuffle board courts are within the ability 
of most home owners. Use Trinity White 
topping. 


The best floor money can buy. For all 
public buildings. Experienced Terrazzo 
contractors can install anideal floor for family 
room, kitchens, baths, etc. 





POOLS FOR 


Here is a market—both public and residen- 
tial—that has been growing remarkably 
fast. Trinity White advertises regularly to 
swimming pool contractors. 





CURTAIN 


WALLS 


Curtain walls and facing panels made with 
Trinity White are both decorative and func- 
tional for new construction or remodeling — 
large ond small. 





PORTLAND CEMENT 


STUCCO 


While Trinity recommends the use of a pre- 
pared “stucco mix” wherever possible, you 
will still get calls from contractors wishing to 
mix their own. 





SAFETY 


ITEMS 


Trinity White's light reflection is useful in 


traffi fies, tacit 


g curbs, 
dividers, barriers, markers, and similar items, 
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THE EDITORS’ VIEWPOINT 


Where Creative Brains Are Needed 


Most lumber and building materials dealers see red when “urban 


renewal” is brought up. 


‘The reason is that urban renewal usually means public housing. 
Rightfully, dealers know too well that public housing, in most cases, 
simply creates new slums. 


When a man owns a home, he will keep it in repair. Public housing 
lacks this basic ingredient for home maintenance and is inevitably des- 
tined to ruin. 


And yet, dealers and others in the building business are usually “too 
busy” or unconcerned about the problem which public housing pre- 
tends to solve. That problem is the proper shelter for low-income 
families in the rotting sections of our cities. 


By shirking off any responsibility in solving this grave and complex 
problem, dealers and distributors help pave the way for more ill-con- 
ceived public housing and other politically-inspired schemes. 


In most cities what is needed are fewer high-rise apartments and 
more single-family or multiple garden units, suitable for family living. 
Except in New York City, new super-highways in most cities make 
high-rise apartments less necessary than in former days. 


Low-cost shelter of this type, however, for private ownership in the 
heart of our cities is hampered by the high cost of land clearance, the 
relatively high value of the land, and building codes which are based on 
high population density. 


The high land costs prevent private enterprises from developing the 
type of housing most desired. It is clear that some form of help is nec- 
essary if low-income groups are to buy homes of their own in the city. 


One solution would be to give a form of subsidy to the low-income 
home buyer, through Government-backed mortgage insurance so that 
he can purchase a home in the city offered by a private builder. The 
subsidy can go to the buyer, instead of to public housing agencies. 


Local Governments can clear slum land at public expense because 
such outlays will be repaid by increases in tax revenues after new 
homes are built. Then private enterprise can build homes for sale, 
with special federal mortgage insurance provisions that would enable 
lenders to assume higher risks. 


This may or may not be a solution to the problem. But, new answers 
must be forthcoming if city blight is to be eliminated without resorting 
to more public housing, with all of its ills. Creating some new answers 
to the problem is the responsibility of the home building industry, in- 
cluding the leaders in distribution of building materials. 


Melvin H. Baker, chairman of the board of National Gypsum Co. 
last month issued a call to the home building industry to “shift its 
focus from the suburbs of the cities to the city itself.” 

In a letter to FHA Administrator Norman P. Mason, Mr. Baker 
proposed a conference of all home building factors—including dealers 
—to consider ways of carrying out the huge program that’s needed in 
our cities. 

“Certainly, the building in the suburbs is going to continue, but, in 
my judgment, it wil! be at a lower level during the next few years. In 
the meantime, we have excess capacity and there is a tremendous job 
to be done in the cities,” he said. 

It is to the self-interest of the building materials industry that im- 


aginative proposals be made for cooperative effort between private 
enterprise and the Government to rebuild the cancerous parts of our 


cities. 
Mr. Baker’s initiative in the matter is to be applauded. Any more 
volunteers? 
—THE EDITORS 


7 








_ MEET THE DEMAND! 





FOR STORM AND SCREEN DOOR ACCESSORIES © 




















BECAUSE OF THE ADVENT OF ALUMINUM STORM AND SCREEN 
DOORS, WOOD SCREEN DOOR HARDWARE IS BECOMING OBSOLETE. 


MEET THE DEMAND! 


1. THE DEMAND FOR REPLACEMENT PARTS... 

In the last ten years Security has been the leader in supplying 
the original aluminum. door manufacturers, and has sold 
35,000,000 hardware units for aluminum storm, screen, and 
jalousie doors. New parts are needed. SECURITY can rape 
them! 


2 THE DEMAND FOR NEW HARDWARE. 

to enhance appearance... to modernize doors with accessories 
of contemporary designs. SECURITY can provide them! 

Take advantage of the tremendous profits in the market 
Security created. : 

Security's Hardware Selector attracts attention... encourages 
impulse buying. It is available free of charge... just send in 
request today on your own stationery. 


Nay ae gS 


‘SECURITY. 
1 LOC K ‘AND HARD WARE CORP 
1515 H art Place: Brooklyn 24, N. Y. Hickory 9-4300 


world’s largest: manufacturers of storm and screen door hardware 














NEW 4 
DEVELOPMENTS 


DEALERS HAD A RIP-ROARING TIME IN SAN FRANCISCO during the National 
Retail Lumber Dealers Exposition, just concluded. But, most 
manufacturers were disappointed because of light traffic in 
exhibit booths. 








The four-day show drew 7,262 dealers, according to NRLDA 
count, a drop of about 1,100 under the all-time record regi- 
stration in Cleveland last year. 





The insistance of western dealers for recognition originally 
led NRLDA to pick San Francisco for a western convention site. 


While the Golden Gate city provided delightful sightseeing and 
gourmet eating places, these failed to build attendance in the 
exhibit areas or at the late morning Profit Seminars, which 
were sparsely attended. 








Early morning clinics and panels drew hundreds of dealers, 
but attendance at the afternoon labor relations clinic, a major 
event, fell far below expectations. 








Demonstrations and clinics at the exhibition hall throughout 
the day kept dealers from the exhibit booths. Tours to nearby 
edwood mills also took dealers away from the Exposition. 


After investing thousands of dollars to design, build, ship 
and man their exhibits, you can imagine how the manufacturers 
felt. Grumbling exhibitors complained that an awkward two- 
level exhibit area discouraged product exposure to dealers 
already there. 





Nevertheless, the 263 suppliers set a new record and more than 
40 signed for space in Chicago next year, Nov. 4-7th. 





The drop in dealer attendance may lead the Exposition committee 
to cancel the Miami dates in 1962 in favor of another city 
that can pull more dealers. 





The handful of exhibitors who were happy about booth play in 
San Francisco were in the component fabrication field. For 
instance, a booth showing the Kemp prefab system, described 
exclusively in the October 10th issue of this magazine, was 
crowded with interested dealers. 





When told about most manufacturers’ disappointment in booth 
attendance, some dealers questioned the value of product 
exhibits at the national show. They said that their regional 
associations conventions served the same purpose. 








Most dealers, however, expressed concern that so many regis- 
tered dealers had apparently by-passed the exhibits. 
These ideas were advanced to strengthen the NRLDA Exposition: 











¢ At least one day should be restricted for visiting the 
exhibit booths. 


¢ Clinics and meetings should be confined to two hours or less 
a day, preferably before exhibition hours. 





Turn page for continuation 
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NEW DEVELOPMENTS (Begins on page 9) 








* Programs should be staged on the exhibition floor, in the 
booth area. 


e Separate clinics should be staged for small-volume firms, who 
have different problems than large dealers. 





A more fundamental suggestion is to invite building materials 
wholesalers, plywood and sash-and-door jobbers and other dis- 
tributor groups to convene simultaneously with the NRLDA and 
share sponsorship of the Exposition. 








This year, the National Building Materials Distributor 
Association held its annual meeting during the same week as the 
NRLDA Exposition. But the wholesalers met _ in Chicago, while 
the dealers were in San Francisco! 








A coordinated Distribution Exposition would be a powerful 
attraction. It would vie in every way with the annual National 
Association of Home Builders show. 





STANDARD LUMBER SIZES were discussed by the NRLDA board of directors. 
Chester T. Hubbell, chairman of the committee on standards, 
urged the board to endorse a proposal to produce lumber in 
"functional" sizes. 





Paul Howard Leach, a lumber dealer from Joliet, Ill., told 
the board that lumber sizes expressed by American Lumber 
Standards are NOT the best sizes for dealers and consumers. 








FURTHER LOSS OF LUMBER USAGE IN NEW HOMES is becoming a headache for the 
wood industry. 


At the NRLDA Exposition, John Lusk, a prominent southern 
California home builder, reported that cement slabs are used 
on 40% of new dwellings in that area. 








"The switch to cement slabs has taken place without a single 
protest or counter-suggestion from retail lumbermen, to my 
knowledge," Lusk declared. 





The cement slabs don't save money for builders. "The slabs 
are popular because they make small homes appear larger. The 
slabs allow homes to sit lower on the ground," Lusk explained. 
It is home-selling ideas like this which the lumber industry 
must create for builders, he said. 





Up to the time that Lusk began using cement slabs, lumber and 
wood products accounted for 28% of Lusk's building materials 
bills. Since switching to cement slab foundations, that figure 


has been reduced to only 20%. 


The Los Angeles builder stated that he and other developers 
will continue to buy from dealers who schedule deliveries 
as the builder needs them at the site. 














"We have no desire to become warehousemen," he said. 
More reports on the National Retail Lumber Dealers Exposition 
are on pages 23 and 24 this issue. 
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To give your customers the quality they want... 


Western Pine Association 


scientific seasoning 


Attention to the type of wood being seasoned, the time of the year, where the 
wood came from, its thickness, its species, the type of kiln—all these affect 
seasoning time—all these have a bearing on a wood's standard of quality. 


At WPA member mills, seasoning is controlled scientifically so that lumber Western Pine Association 
quality will live up to the rigid standards of the Association. The attention to ‘emer mills. manufacture these woods fo high 
* “ " standards of grading and measurement... grade 
proper stacking of the lumber and to the kiln controls by experienced operators stamped lumber is available in these species 
gives you the quality lumber your customers recognize. They know when they PONDEROSA PINE / IDAHO WHITE PINE / SUGAR PINE 

; H DOUGLAS FIR / LARCH / WHITE FIR 
see the WPA mark of quality on lumber, they are getting the best. For more piktadsieneh euler 7 Lamhaionis eae 


information, write Western Pine Association, Yeon Building, Portland 4, Oregon. INCENSE CEDAR / RED CEDAR / WESTERN HEMLOCK 


TODAY'S WESTERN PINE TREE FARMS ARE GROWING TOMORROW'S LUMBER 























jersatile wood pos- LARCH—this dense wood is straight. RED CEDAR—durable, decorative, one LODGEPOLE PINE—an ideal interior 
ty. Outstanding for grained, strong, tough and durable. Fo of the most dimensionally stable woods. | wood paneling with smail, tight knots and 
and mouldings. Its structural uses wherever strength is @ Tints handsomely and is highly workable. a oe finished surface. Handles easily 
natural beauty and adaptability make it factor. Its scuff resistance joins natural In smooth or rough surfaces and a variety and holds nails well for sheathing, siding 
ideal for interior woodwork. beauty to make it ideal for interior paneling. of patterns, is excellent for siding. and subflooring. 
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QUALITY 


_..from Aluminum Ingot 


Even before this aluminum ingot was cast, QSM’s quality 
control center had set the rigid requirements for the finished 


building products. 


In a series of exacting scientific tests, QSM’s highly trained techni- 
cians continually check the quality in every step of the 
manufacture of all aluminum products made by QSM. 


QUAKER STATE METALS COMPANY 
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CONTROL 


ALUMINUM ROOFING SHEETS 
ALUMINUM BUILDING SHAPES 


ALUMINUM REFLECTIVE INSULATION 
ALUMINUM RAIN-CARRYING PRODUCTS AND VAPOR BARRIER 


to OSM building pro duct 


These high standards mean that your order of Quaker State build- 
ing products will be of the highest quality material... aluminum 
products that have passed test after test. 


Quaker State manufactures hundreds of aluminum, copper, and 
galvanized building products. Ask your Quaker State 
supplier to tell you about the complete line today! 


LANCASTER, PA. 4 oivision o—- HOWE SOUND CO. 
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AMERICA’S 


MOLONEY-WELD 1a ia FINEST 
Shc 55.3 JALOUSIE 


DOOR 
AT THE 


MOLONEY [fies 


PRICE 


In selling doors 


keeps ahead of changing times 


Forget about large inventories or special sizes. Changing times in merchan- 
dising building products has brought about néw methods of distribution in 
doors too. 

Moloney is America’s leading manufacturer of alaminum combination doors. 
With eight strategically located factory branches across the nation, Moloney 
can furnish you virtually overnight delivery. 

Each factory branch stocks over three thousand doors and produces special 
sizes on customer order. You can offer your customers faster service with 
America’s most extensive iine of quality aluminum combination doors. 





SEATTLE, WASH. 

3422 Stoneway Avenue 

Phone: Melrose 3-5441 a, — 
Phone: President 3-2260 


ALBIA, IA. 

210 “A” Street 

Box 466, Albia, lowa ALLIANCE, O. 

Phone: 554 157 East Prospect St. 
Phone: Talbott 3-8870 


DENVER, COLO. 
865 Decatur Street 
Phone: Ke. 4-1741 ADDISON, ILL. 
620 Westgate Drive BALTIMORE- 
Phone: Kingswood 3-5349 WASHINGTON 
12607 Columbia Pike ] 
ST. LOUIS, MO. Phone: Mayfair 2-0200 
7607 Page Avenu> 
Phone: Victor 3-9775 


DALLAS, TEX. 
1311 Chemical Street 
Phone: Riverside 8-2041 


8 FACTORY BRANCHES 


AND SALES OFFICES 
STRATEG/CALLY PLACED... 


OVERN/IGHT DELIVERY 


The Moloney “System” enables you to sell more doors with minimum stock. You have less money tie. » in 


inventory. You can sell more doors at greater profit. 
Over one million Moloney All-Weather Doors installed from New York to California give proof positive of 


superior quality and home owner acceptance. 
America’s oldest manufacturer of aluminum combination doors offers to distributors the only complete line from 


coast-to-coast —Z-Bar, expander, jalousie, self-storing and screen doors. 
Investigate the Moloney System. Contact our regional manager at the branch office nearest you. 


Main Factory & General Offices 
THE MOLONEY COMPANY 210 “A” Street, Box 466, Albia, lowa 


Executive Offices, Cleveland, Ohio 


MOLONEY-WELD COMPLETELY ELIMINATES CORNER SEPARATION AND SAGGING 
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MOLONEY-WELD COMPLETELY ELIMINATES CORNER SEPARATION AND SAGGING 





Get your share of the big 


THESE TWO PRACTICAL BOOKLETS HELP SELL 
MANY EXTRA ALUMINUM INSTALLATIONS 


roofing—siding—shingles—patios—windows-screens, etc 


Prideful home owners seem always ready to start 
a new project . . . a patio, a porch, a carport, a play- 
house. Often they decide that they need a new 
roof, or storm windows or a fine new screen door. 


More and more the trend is to aluminum .. . 
that bright, light metal that never needs paint 
and always looks so good! These two little books 
point out the many, many ways in which alumi- 
num fills the homeowner’s needs more satisfac- 


torily than any other material. They sparkle with 
suggestions that stimulate people to contact you 
for information. 

The ideas you will find in each 36-page booklet 
will help your own promotion of aluminum prod- 
ucts. And the cost is so slight that you can pass 
them along to key prospects. 

Space is provided on back cover of each booklet 
for your imprint. 
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home aluminum market! 





Aluminium Limited y oN 


FILL IN AND MAIL 
THE COUPON FOR YOUR 


SUPPLY NOW! 





—> 


(Special Price to Building Supply Dealers, 50¢ per dozen) 
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In the U.S.—Aluminium Limited Sales, Inc. 
630 Fifth Ave., New York 20, N. Y. 
Cleveland + Atlanta + Chicago + Detroit « St. Louis « Los Angeles 


Aluminium Limited Sales, Box 741, New York 46, N. Y. 
Please send me the following booklets: 
Home Owner’s Guide to Better Living 
Home Remodeling on a Budget 


Cj Quantity___ 
C) Quantity___ 


Name. Title 





Company Address. 





City Zone State 
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MARLITE DECORATOR PANELS 
priced to increase your sales 


Created for volume sales, these three new Marlite patterns are designed 

to add a modern decorator touch to both residential and non-residential 

ST Pe Miia eine, interiors. The six new marble patterns (priced to sell at 30% less than 

scsi ca cesaatedi  s : the former Marlite marble panels) are adaptable to any architectural 

van j yep Fy treatment. And Marlite’s four new golden Fleece and Lace patterns with 

me) / yy their fleecy cloud effect and lacy gold veining will give any interior a fresh 

ce kgs Ss contemporary look. All these new panels are available in 4’ x 8’ sizes, 542” 

Pn: ae re 4 thick. For the complete story, see your Marlite representative, wholesaler, 
es 4 var @ , s write Marlite Division of Masonite Corporation, Dept. 1241, Dover, O. 


MARLITE FLEECE PATTERN 


hae Marlite 


plastic-finished paneling 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 


MARLITE DELUXE MARBLE PATTERN 
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mericans, 


with more money to spend 
than ever before, have 


created an extraordinary 
market for luxury goods... 
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In 1959, Americans spent 
a record two and a half 
billion dollars on pleasure 


boating. 


Of all the automobiles sold 
in this country last year, 


only eight outsold the 
Cadillac. 


In the last four years, 


expenditures for second 


homes have multiplied ten 
times to an estimated bil- 


lion dollar level. 


More people are going 
abroad; spending two bil- 
lion dollars on foreign travel. 
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Armstrong Golden Cushiontone 
combines the popular textured 
pattern with a delicate inlay of 
gold-colored metallic accents. 
A truly elegant ceiling. Avail- 
able in a handsome, 32-piece 
display carton, it will retail 
for 39¢ per sq. ft. Call your 
Armstrong wholesaler for 


samples and full information. 
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From “1:0 Musts For Family Rooms'’—Summer Issue— 


Selling Remodeling? 
Try ‘Home’ 


Getting good remodeling leads for lumber 
and building materials dealers is the sole func- 
tion of Home Maintenence & Improvement 
magazine. Published every four months, it is 
now part of the sales team for over 1,200 pro- 
gressive firms. 

“Home” is not published for the do-it-yourself 
customers. Instead it concentrates on major re- 
modeling projects which mean more profit for 
both you and contractor customers. 

The summer issue, for example, features, of- 
ten in color, attic remodeling, family rooms, 
kitchens, garages and new house designs. 
Handymen are not neglected entirely. The pro- 
jects for them are simple but call for substantial 
amounts of material. 

The cost per name is low, includes both prep- 
aration of a live prospect list and mailing 
promptly on March 1, June 1, September 1 and 


November 15. We guarantee no duplication of 
names in your community. 

Why not write us today for complete details? 
Solicit big-ticket remodeling with sound leads 
which keep down selling costs. Back up your 
outside salesman with a tested consumer maga- 
zine available only to lumber and building ma- 
terial dealers. 


maintenance 
and improvement 


The Dealer's Own Consumer Magazine 


Published by 
American Lumberman & Building Products Merchandiser 


59 E. Monroe Street, Chicago 3, Illinois 





press time 





Fast Summary: 7th NRLDA Exposition Clinics 


Some San Francisco sessions were jammed with enthusiastic 
dealers. Dealer sales control (‘‘DSC'') featured by most panel- 


ists. 


Recruiting, Training and Compensating 

The heavily-attended session on 
these subjects brought out the fol- 
owing observations from five dealer 
participants: 

Mortality rate among _ college- 
trained men in the retail lumber in- 
dustry is high, largely because of low 
salary schedules. Junior college and 
high school graduates are excellent 
sources for new and good employes. 

Former life insurance salesmen, 
who know how to dig up new busi- 
ness, are another potential source. 
Farm youths have a good basic back- 
ground. 

Incentive suggestions: every em- 
ploye who turns in a job prospect 
card receives a bonus if that job is 
sold. Bonus over salary paid monthly 
on sales beyond a certain quota. Mer- 
chandise as special incentive—send 
contest announcement direct to em- 
ploye’s home. Pay 1% commission 
to man who writes the ticket. 

New products: make new product 
screening a committee project involv- 
ing department heads and employes 
most concerned with product to be 
sold. It helps educate employes on 
new item and provides smoother co- 
ordination of store sales and news- 
paper promotion. 

Panel members were: Art Hood, chair- 


lS ng kin 
oar tes ng 
Idaho. 


Home Improvement Selling 

Following a dramatization spon- 
sored by American Home magazine 
and built around the “eternal tri- 
angle” of dealer, supplier and cus- 
tomer, a dealer_panel_made_the- fol- 
lowing points: 

Home remodeling ential is un- 
limited, but dealer attitudes and store 
layout may have to be changed to 
develop proper sales atmosphere. 

Effective home improvement de- 


partment takes well-trained, skilled 
personnel devoted solely to this busi- 
ness phase. 

One-man home improvement op- 
eration requires a minimum sales of 
$5,000 monthly; $10,000 for a man- 
ager and salesman. Department with 
a $20,000 volume requires a mini- 
mum force of five people and a 
working capital approximating the 
monthly volume of business handled. 

Financial operating rule: $1 of 
capital is required for each $1 sales 
on a monthly basis. Dealer should aim 
for a 30% minimum gross profit. 

Home planning center should show 
products in use. It should include be- 
fore-and-after pictures of completed 
jobs; adequate library of ideas and 
plans. 


Panel participants were: Robert Sievers, 
Fisher Lumber Co., Santa Monica, Calif.; 
Clayton C. ve — Supply Co., 
Astoria, many Sa C. Rowe, Lumbermen’s 
Mercantile 0., Shelton, Wash.; Hal Ana- 
walt, Anawalt' Lumber and Materials Co., 
Los Angeles; Carl Travis, Wilmars Inc., San 
Jose, Calif. 


Labor Problems Ahead 


Look for repeal of some of the 
provisions in the new Labor Reform 
Act in the next session, advised Rep. 
Robert P. Griffin, co-author of the 
measure which was aimed at labor 
abuses. 

The 37-year-old GOP congressman 
from Michigan said the new Admin- 
istration will have a labor bias which 
will lead to removal of some of the 
teeth in the Act. 

The recent bili eliminated various 
classes of union membership under 
which voting rights were restricted 
and prohibits ex-convicts from hold- 
ing union office for five years fol- 
lowing release. 

One of the most -serious union 
problems, yet unsolved, said Griffin, 
is the use of union dues for partisan 
political activity. Turning compulsory 
unionism into compulsory _ political 
activity is the “Civil Rights problem 
of the north,” Griffin declared. 
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Retail and service fields, including 
the retail lumber dealer, are likely to 
be included under the minimum wage 
law ($1.25 per hour and 1% time 
over 40 hours) in 1961 legislation, 
predicts Griffin, who pointed to the 
near-passage of this measure in the 


last session. 

Other panel participants were William W. 
McCready, W. J. McCready Lumber Co., 
Forest rove, Oreg.; Roy G. Leitch, Jr., 
Grace Harbor Lumber Co., Auburn Heights. 
Mich.; Norman S. Halliday, Boise Cascade 
Corp., Boise, Idaho. 


Materials Handling Clinic 

There is no rigid formula for “the 
perfect yard layout,” J. D. May, 
staff manager of customer services 
for U. S. Gypsum, told the clinic. He 
said the dealer must analyze his yard 
in relation to his business require- 
ments. 

“Savings of $1,000 in more effi- 
cient yard layout,” declared May, 
“means as much as $20,000 in new 
business.” 

Labor costs outside clerical, sales 
and management range from 342% 
to 5.6% in the six yards owned by 
his company, said Homer M. Hay- 
ward, general manager, Homer T. 
Hayward Lumber Co., Salinas, Calif. 

He said 4% to 14% of gross 
sales represents the cost of equip- 
ment used in his six yards; 4.6% to 
7% represents the total overall costs. 
A study of his yard operations, added 
Hayward, showed that the most ef- 
fective yard operation costs $4.67 for 
each $100 in sales; the least efficient 
yard cost $7 in labor and equipment 
for each $100 sales. 

“We hope to cut this cost 1% by 
relocating from our %4 acre location 
to a new three-acre site,” explained 
Hayward. 

Other panel participants were Wendell 
Scott, executive vice-president, Merner and 
Progress Lumber Companies, Redwood City, 


Calif. and Charles McCarthy, product man- 
ager, Crown Zellerbach Co., San Francisco. 


Second Home Market 

Families in the $6,000—$10,000 
bracket are the best target for the 
$1 billion second-home market, ac- 
cording to a panel of dealers and fi- 
nance experts. Points made by the 
panel: 

Design of the second home has to 


(continued on page 25) 


23 





Goal: 3,000 New Members 





“Windy” Oldham Seeks Dealer Help 
To Build NRLDA Membership 


Dallas dealer and newly-elected NRLDA 
president feels declining membership is 
No. 1 association problem. Predicts 
rosier year for dealers in '61. 


INFIELD B. (“WINDY”) OLDHAM, the 

newly-elected president of the National Re- 
tail Lumber Dealers Association, believes increased 
membership is the No. 1 problem facing the asso- 
ciation. NRLDA membership has dropped to around 
11,700. 

The 54-year-old Dallas dealer, who will take of- 
fice January Ist, has set 3,000 new members as “a 
good figure to shoot for” in 1961. With over 24,000 
retail building materials dealers eligible for member- 
ship, the new president said a 50% increase should 
be achieved eventually. 

To attain a boost of even 3,000 new members 
will require active solicitation by present dealer 
members in addition to work by the association staff, 
Oldham emphasized. The NRDLA finance commit- 
tee has recommended a broader membership base 
as a means of increasing membership. 

Al Walsh, director of intra-industry relations for 
NRLDA, will work with the federated associations 
on a membership drive. 

“Project A”, an NRLDA-sponsored promotion to 
encourage dealer participation in a national advertis- 
ing campaign in the modernization field, will be 
“reincarnated” under a new name and its scope 
broadened to include all aspects of market develop- 
ment, said Oldham. Details of the new program are 
being worked out. Ninety dealers of a goal of 600 
participated in “Project A.” 

Beyond accelerating NRLDA programs already 
underway, Oldham said he had no special recom- 
mendations at this time. 

“I don’t pretend to be a magician,” he commented, 
“but I do want to encourage dealers to do a better 
selling job. I don’t believe we should go wild about 
public housing. I do believe every man should pay 
for what he gets.” 

Dealers should have a somewhat better year in 
’61, believes Oldham, now that the election atmos- 
phere has cleared and somewhat easier money ap- 
pears likely under the new Administration. 





Winfield Oldham 


Second-generation lumberman, Oldham 
started as a yardman and rose to presi- 
dent of his firm. His hobby: association 
work, 


HE NRLDA PRESIDENT-ELECT, (Hoo-Hoo 
No. 42722) describes himself as a “middle-of- 
the-road” sort of man. 

Association work has been “Windy” Oldham’s life- 
time hobby. As incoming president of NRLDA, he 
will hold the top association job in the industry. He 
began his association activity 25 years ago as the 
first and “perennial president” of the Associated 
Lumbermen’s Credit Corp., a group of about 50 
Dallas and Dallas County dealers. 

He was president of the Lumbermen’s Associa- 
tion of Texas in 1947 and has served on numerous 
association committees at state and national levels. 

Born in Portales, N. M., Oldham is a long-time 
resident of Dallas, where he began work in his 
father’s lumberyard in 1922 during school vacation, 
working first as a yardman, then yard superintend- 
ent, bookkeeper, inside salesman, outside  sales- 
man, vice-president and president since 1932. 

After 18 months at Southern Methodist Univer- 
sity, Oldham quit to get married and go to work 
full-time. His son, W. B. Oldham, Jr., 27, is as- 
sistant secretary of the corporation and manages 
the smaller of two Dallas yards operated by his 
father. 

Most of the $1 million volume (down 5%-10% 
this year) in the larger yard is with contractor and 
industrial accounts and “semi-wholesale” business 
with other yards. Thirty employes work in this yard 
and eight in the branch yard ($300,000—$400,000 
volume), where an effort is being made to promote 
consumer business by newspaper and direct mail 
advertising. 

Admitting that his new association post will re- 
quire considerable sacrifice in time, money and en- 
ergy, Oldham urges all dealers to participate more 
actively in association work at local, state and na- 
tional levels. 

In addition to exposing himself to a wide variety 
of merchandising helps, Oldham believes that any 
dealer can benefit by becoming better acquainted 
with his competitors. 


Who Wants to be President? 


Something of the sacrifice required of 
the dealer who accepts the presidency of 
NRLDA is indicated in the press report 
on the board of directors meeting in San 


Francisco. 


Paul V. DeVille, the retiring president, 
spent 241 days away from his Canton, 
Ohio lumberyard this past year on 
NRLDA business. In this period, he trav- 
eled 100,000 miles on association busi- 


ness. 
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be simple and feasible with ease of 
erection a prime consideration. 

To get the greatest profit from the 
second home market, it may be nec- 
essary for dealers to get into land de- 
velopment; otherwise, the land de- 
veloper and the builder will profit 
most. 

Second home potential in the next 
decade: 200,000 annually. 

The second home is a hard market 
to sell with a lot of competition for 
the buyers’ dollar. However, the deal- 
er who can offer a package of land, 
materials. labor and financing is 
faced with a challenging and poten- 
tially profitable market. 


How to Recapture Lost Markets 

The way to get back business, deal- 
ers said, is through “DSC”—Dealer 
Sales Control. 

In 1958, dealer E. R. Nailor of Port 
Angeles, Wash., found that of nine 
local contractors, five went into bank- 
ruptcy; two voluntarily went out of 
business; one was thriving independ- 
ently and the other was part of a suc- 
cessful Nailor Lumber Co. “team.” 

Contracting for home remodeling 
and new homes recaptured lost markets 
for Nailor. 

He staged a Home Show last year 
which included a model Lu-Re-Co 
home. Some 5,000 visitors toured the 
show—in a town of 10,000 population. 
More than 800 of the visitors indicated 
interest in remodeling or building. The 
Nailor staff is still closing these leads. 

Don Wilson of Diamond-National 
Lumber Corp., Chico, Calif. told deal- 
ers to “accept new products.” He said: 
“Don’t worry about lost markets—cre- 
ate new ones.” 

“Dealers who decry the roofing situ- 
ation are the ones who sat back and 
counted inventory instead of selling,” 
he asserted. 

“Your salesman don’t need to know 
2x4s. But they need to know how to 
sell,” Wilson said. 

John Wallace Cook, Coleman’s Best- 
way Building Center, Pocatello, Idaho, 
recaptured the new home market 
through a “teamwork” program for 
contractors. This program was present- 
ed at a special contractor meeting: 

* The yard promised to promote con- 
tractors. 

* A sales portfolio of product litera- 
ture was given to all contractors—with 
the yard name on each piece. 

* Building sites were obtained to help 
contractors. 

* The dealer’s profit-and-loss statement 
was shown to contractors. 

Now the yard is in control of the 
new home market, Cook said. Con- 
tractors are selling for the yard and the 
yard is selling for the contractors. 

Dean A. Drake, O'Malley Compa- 
nies, Tempe, Ariz., said that in 1959 
his yard had a sales drop of 11% in 
millwork, compared to a 6% increase 
in other departments. 


The yard then installed pre-hung 
door equipment. Sales in millwork are 
now 25% above any previous year, he 
reported. 

Drake also created a glued-and-lam- 
inated carport beam system. Formerly, 
the yard sold only two pieces of 2x12s 
for the carport beam used by builders 
—a $9 sale per house. Now, the lam- 
inated beam package sells for $45 per 
house. The idea produced a 500% in- 
crease in sales for carport beams, he 
said. 

James B. Kurtz, Independent Lum- 
ber Co., Grand Junction, Colo., re- 
ported that his yard has recaptured 
lost new homes business through fi- 
nancing control. Finance enables a 


dealer to control builders and archi- 
tects, instead of the other way around, 
Kurtz stated. 

New home market seminars. In three 
clinics, 12 dealers told how they con- 
trolled new homes through land and 
contractor services. 

Half of these dealers hire their own 
crews for new home and modernization 
labor. The others control sales to con- 
tractors through land, either scattered 
lots or subdivisions. 

One dealer set up an accounting 
control system for builders, tied to land 
by the dealer. 

Details of these contro! policies will 
be published in a forthcoming issue of 
this magazine. 





Control Imports | 
Of Building Items, 
Lumberman Urges 
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PRESS REACTION to the special import 
section was reflected in articles like this 
one in the Cincinnati Enquirer. 


A. L. Import Section 
Quick Industry, Press Reaction 


LOOKING OVER American Lumberman's 
second annual import issue is Jim Elliott, 
assistant financial editor, Chicago Sun- 
Times and Donald Linville, executive sec- 
retary, American Hardboard Association. 
Elliott later wrote a hardboard article. 


Triggers 


Impartial reporting and analysis of complicated industry 
problem brings letters from both sides of the fence. 


Industry reaction and consumer 
press response to American Lumber- 
man’s second annual import issue 
September 26th indicates that the 
problem of imported building materi- 
als is far from solved. 

Members of the American Hard- 
board Association ordered 9,500 re- 
prints, including the American Lum- 
berman editorial, “One Answer to 
Imports,” for use as a sales tool to 
supplement their “Plus Values” cam- 
paign aimed to show the superiority 
of domestic-made hardboard. 

Earl Hadlund, advertising manag- 
er, Masonite Corp., said he was plac- 
ing a copy of the reprint with all 
wholesalers and their sales representa- 
tives. In addition, each of Masonite’s 
108 building products salesmen were 
given 40 copies each and each of the 
40 industrial salesmen 10 copies each 
to leave with their customers. 

Among the comments on the issue 
were these: 

The issue is an excellent report on 
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the facts relating to the import prob- 
lem. I am sure that the hardwood 
plywood producers will agree with 
your analysis that price is the primary 
factor. In your editorial, you state 
that the important problem requires 
the best thinking of the entire build- 
ing materials industry and the coor- 
dinated efforts of its members. I 
agree with your estimate of what is 
required. However, legal restrictions 
have to some extent limited the ef- 
forts to coordinate the efforts of the 
industry.—Clark E. McDonald, man- 
aging director, Hardwood Plywood 
Institute. 

We feel that the unbiased manner 
in which these articles and editorials 
have been written and presented to 
the readers of American Lumberman 
add prestige and honor to your pub- 
lication. Only by such unbiased writ- 
ing can the buying public and dealer 
trade be fully informed and enlight- 
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U.S. Steel Expands Eastern 
Cement Distribution 


New York—U. S. Steel Corp. 
announced its Universal Atlas Ce- 
ment Div. has options for three ad- 
ditional sites for cement distributing 
stations along the eastern seaboard. 
In addition to the new Norfolk, Va., 
Jacksonville and Port Canaveral, Fla. 
sites, other coastal locations are un- 
der consideration. 





A GEORGIA-PACIFIC Corp. official re- 
moves an unharmed letter from this 
small redwood ‘‘safe"’ at Gervais, Ore. 
after a state-sponsored fire test. Only 
a half-inch of char covered 3” of un- 
harmed dry and untreated redwood. 


Redwood Beats Fire Test 


GERVAIS, ORE.—Redwood firewall 
construction was tested under actual 
fire conditions by Georgia-Pacific 
Corp. and Oregon’s vocational train- 
ing division fire training department 
here when a_ school was burned 
down. 

Testing building materials, alarm 
systems and fire suppression tech- 
niques under state supervision, the dry, 
untreated redwood lumber safe came 
through with flying colors. A letter 
written on ordinary office stationery 
remained unscathed inside the safe, 
despite 1,300° heat and 60’ flames. 

The protective redwood safe was 
only slightly charred, demonstrating a 
little understood prime quality of the 
low-fiame spread and high insulation 
wood. Heat inside the box only 
mounted to 100°. 

Built to simulate a standard com- 
mercial building firewall of redwood 
2x4’s, the box was nailed together in 
crib fashion with 3%” thick walls. 
During most of the fire, the low-resin 
content redwood remained at 75° and 
3” of the wood remained uncharred 
after an hour and 20 minute blaze. 


J-M Opens New Plant 


New York—Johns-Manville Corp. 
opened a new floor tile plant near Chil- 
licothe, Ohio to increase its production 
capacity of asphalt and vinyl asbestos 
tile by 50%. Covering nearly two 
acres, the single-story plant gives J-M 
more than 100,000 square feet of ad- 
ditional manufacturing and storage 
space. The firm said floor tile business 
had increased nine times over 1950 
levels and “‘is still expanding.” 
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Lumber Meetings Set 


New YorkK—National-American 
Wholesale Lumber Association has 
scheduled full-day meetings across the 
country for discussion of regional 
problems. Non-member wholesalers 
are also invited to attend. 

Executive vice-president Jack Mui- 
rooney will attend all meetings. The 
slate opened in Cincinnati, November 
Ist and continued around the nation 
to Charlotte, N. C., December Ist. 


Comin schedule: 

acksonville, Fla., Robert Meyers Hotel, 
John 3 . Kendall, chairman; 

“ Birmin am, Ala., Guest House Motor 
Inn, bao P, bbins, chairman; 
Dec. 12, ne a Statler-Hilton’ Hotel, Chris 
Snavely, chairm 
Dec. 14, Buffalo.” location to be announced, 


C. Russell Kelleran, Jr., chairman; 
Dec. 16, Boston, Parker House, Walier M. 
Webb, chairman. 


Buffalo Firm Opens 
Marlite Galleries 


BuFFALO—Evans Lumber Co., Inc. 
has opened a Marlite Galleries, only 
exhibit of its kind in America, to show 
the material’s many new varieties of 
colors, marble patterns, wood patterns 
and designed patterns. 

Shown in a variety of panels, plank 
and tile, full-sized walls and ceilings 
individually designed are on display. 
Results were excellent, commented J. 
C. L. Evans, president. The firm may 
expand the “Idea Shopping Center.” 


1961 DEALER CONVENTIONS 


The latest listing of 1961 retail as- 
sociation conventions has just been re- 
leased by the Building Material Ex- 
hibitors’ Assn. Again, February will 
be the busiest month with four con- 
ventions in session simultaneously. 
Manufacturers will exhibit their prod- 
ucts for dealer study at all but five 
conventions. 


JANUARY 

10-15—Northwestern, Minnea 

15-17—Kentucky, Louisville, Kentucky hotel. 

eg iy oo EO irginia, Charleston, Daniel 
Boone hote 

21- 23 Nettheastern New York City, Stat- 
ler-Hilton hotel. 

21-23—Southwestern, Missouri, 
Municipal Auditorium. 

29-Feb. 2—National Assn. of Home Builders, 
Chicago, Exposition Hall. 

31-Feb. 2—Middle Atlantic, New Jersey, At- 
lantic City, Chaifonte-Haddon Hall. 

31-Feb. 2—Ohio, Columbus, Veterans’ Me- 
morial Bl 

31-Feb. 3—Mountain States, Colorado, Den- 
ver, Denver Hilton hotel. 


FEBRUARY 

7-8—South Dakota, Sioux Falls, Coliseum. 
(No exhibits). 

7-9—Carolina, South Carolina, Greenville, 
Auditorium. 

7-9—Illinois, Chicago, Sherman hotel. 

8-9—Western Penna., Pittsburgh, 
Sheraton hotel. 

1l- a Oregon, Portland, Memorial 


15-17—Nebraska, Omaha, Civic Auditorium. 

15-17—Virginia, Hot Springs, Homestead 
hotel. (No exhibits). 

Bn ee Quebec, Montreal, 
Elizabeth hotel. 

21-23—Wisconsin, Milwaukee, Auditorium. 

28-Mar. 2—Indiana, Indiana “i State Fair- 
grounds, Manufacturers Bid 


MARCH 
5-7—Michigan, Grand Rapids, Civic Audi- 


torium. 
5-7—North Dakota, Fargo. 
5-7—Tennessee, Memphis, Peabody hotel. 
9-10—Arkansas, Little Rock, Marion_ hotel. 
14-15—Iowa, Des Moines, Veterans Memo- 
rial Auditorium. 
21-22—-West Coast, Oregon, Portland, Mul- 
tnomah hotel. 
26-28—Louisiana, Baton 
House hotel. 


APRIL 

9-11—Montana, Great Falls, Civic Center. 

9-11—Texas, Houston, Sam Houston Colise- 
um. 

10-14—-Southern Calif., Los Angeles. 

13-15—Arizona, Yuma, Stardust hotel. (No 


lis Armory. 


Kansas City 


Penn- 


Queen 


Rouge, Capitol 


exhibits). 
16-17-18—Northern Caltt.. Yosemite National 
Park, Ahwahnee hote 
16-17-18—Georgia, Jeky i Island. 
26-28—Mississippi, Biloxi, Buena Vista hotel. 
30-May 3—Flo da, Miami Beach, Carillon 
hote’ 


SEPTEMBER 


No Date Set—Alabama, Florida, Panama 
City. (No exhibits, but a Fishing Rodeo). 


NOVEMBER 
Se Jersey, Atlantic City, Haddon 
all. 


1961 Dealer Convention 
Dates Still Pending 


Massachusetts; Midwest; 
homa; and Southeastern. 


NRLDA; Okla- 


Other 1961 Convention Dates 


FEBRUARY 

2—National Inst. of Wood Kitchen Cabinets, 
Chicago, Sheraton Towers. (Annual Win- 
ter Meeting). 

19-22—Ponderosa Pine Woodwork, Chicago, 
The Drake hotel. 


MARCH 

9-11—National Assn. of a Salesmen, 
Miami, ont Plaza hotel. 

12-18—National Inst. of Wood Kitchen Cab- 
inets, Chicago, Hotel North Park. (An- 
nual Training School). 


APRIL 
5-7—Southern Pine Assn., Louisiana, New 
Orleans, Roosevelt hotel. 


MAY 

8-11—National Buildin 
tors Assn., New 
Spring Convention). 


JUNE 

12-13—Southern Sash & Door Jobbers Assn., 
Tenn., Memphis, Peabody hotel. ( Annual 
Membership Meeting). 

18-22—Forest Products Research Society, 
Tenn., Memphis, Kentucky hotel. 

20-22--National-American Wholesale Lum- 

San Francisco, Mark Hopkins 


Material Distribu- 
ork City. (Annual 


AUGUST 
1-3—Ponderosa Pine Woodwork, San Fran- 
cisco, Fairmont hotel. 


SEPTEMBER 

No Date Set—International Concatenated Or- 
der of Hoo-Hoo, Miami Beach, Ameri- 
cana hotel. 


OCTOBER 

8-11—National Inst. of Wood Kitchen Cab- 
inets, Penna., Shawnee-On-Deiaware. 
(Annual Convention). 


NOVEMBER 
2-3—American Forest Products Industries, 
Washington, D. 


c. 
5-9 or 13-17—National Building Material 
., Chicago, Palmer House. 
Door Jobbers Assn., 
New Orleans, Roosevelt hotel. 
(Annual Fall Meeting). 
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TRUSCON’S New Full Line of Aluminum 
HORIZONTAL SLIDING WINDOWS series 700 


... in types to meet every consumer demand! 


SINGLE SLIDE—one ventilator operates 

FIXED PICTURE WINDOWS 
SEE-BREEZE-—slide ventilating picture window 
CENTER VENT PICTURE SLIDE WINDOW 
FOR CONCRETE BLOCK CONSTRUCTION 


No other manufacturer supplies all these types to 
meet every consumer demand. Available in standard 
types and “Pacific Coast” types. Majority of types 
and sizes are stocked, completely glazed, for prompt 
shipment from warehouse. 


Manufactured to meet AWMA specifications; 
FHA and VA requirements. Full perimeter weather- 
stripped. Stainless steel vent slide channel assures 
smooth, easy operation. Interlock at meeting rail 
assures weather-tightness, easy operation. 


Call your Truscon representative and get the 
facts direct. Or, send coupon below. 








REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION Dept. C-9635-R 
1058 ALBERT STREET > YOUNGSTOWN 1, OHIO 
Please send more information on the Truscon Full Line 


R E o U 8 L t . 5 T e E L of Aluminum Horizontal Sliding Windows, Series 700. 


I am particularly interested in the ali geese: 


an TRUSCON DIVISION Name. Title 





Youngstown 1, Ohio tees 








NAMES YOU CAN BUILD ON Address 
City Zone State 
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IMPORTS 


(begins on page 25) 





ened as to the pros and cons of such 
controversial subjects—Norman A. 
Millman, sales manager, Trans-At- 
lantic Company, Philadelphia. 
Prefaced by the excellent editorial, 
factual reporting of our program and 
climaxed by the dealer case history 
of acceptance and rejection of im- 
ports were logical steps in a potent 
story. As president of the Hardboard 
Association, may I express our most 
sincere appreciation for the time, 
space, effort and outstanding results 
of this thesis —F. M. (Tom) Hughes, 


Forest Fiber Products Co., Forest 


Grove, Oreg. 

I would like to compliment you on 
your very fine treatment of the very 
difficult problem we have in the hard- 
board field with foreign competition. I 
also feel your magazine has contrib- 
uted tremendously to our industry, 
giving us new merchandising ideas 
which will make the retail lumber 
business a profitable one in years to 
come.—Howell H. Howard, executive 
vice-president, Edward Hines Lumber 
Co., Chicago. 

You are to be complimented on 
your excellent import issue. More and 
more American industries are being 
threatened with extinction each year 








te, 

















CA 


Sugar Pine 

Ponderosa 

White Fir 
Incense Cedar 


Telephones: Sonora JE 2-7141 
Tuolumne WA 8-4213 


QW 
WWE GOLD MEDAL 


THE LUMBER THAT MEASURES 
UP TO YOUR CUSTOMERS’ WANTS 


No matter what yardstick of lum- 
ber value you apply, Pickering 
“Gold Medal” measures up to 
your most exacting customer’s de- 
mands. It’s the kind of lumber you 
delight in showing, recommend- 
ing, selling. It’s soft-textured, 
altitude grown stock, superbly 
manufactured ... 
“Gold Medal” quality lumber 
should be. 

Try a car of Pickering ‘‘Gold Medal.” 
See for yourself what value you gel. 


PICKERING 


LUMBER CORPORATION 


Standard, California (Near Sonora, Calif.) 
MILLS: Pickering Lbr. Corp. 
West Side Lbr. Co. Div. 


everything 


Standard, Calif. 
Tuolumne, Calif. 
TWX: Sonora 116-U 
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because of the mounting flood of low- 
wage cost foreign-made goods and it 
is vital that this threat be made known 
to the public through every available 
news source. The domestic wood screw 
industry believes that the entire prob- 
lem of imports will only be solved 
when foreign wage rates rise to a level 
comparable with American labor costs. 
Until that time comes, legislative relief 
is necessary to keep U.S. industry sol- 
vent.—George P. Byrne, secretary, 
United States Wood Screw Service 
Bureau, New York City. 

Price has always been the main 
factor causing the retail dealer to buy 
imports. However, the quality of 
American-made products, along with 
prompt delivery and brand names, has 
made the dealer come to realize the 
advantages of buying domestic prod- 
ucts. We have attempted to show the 
retailer that the consumer is entitled 
to the highest quality materials that 
is guaranteed by us, the jobbers and 
the manufacturer. I am proud to say 
that not one piece of foreign insula- 
tion board or hardboard has ever been 
in our warehouse and that our sales 
of both Johns-Manville and Celotex 
boards have been increasing monthly. 
We shall continue to promote Ameri- 
can-made products, taking the story to 
the dealer of “Known Brand Names,” 
“Availability of the Product” and 
“Guaranteed by the Manufacturer” as 
our selling tool to boost our sales. 
With national and regional advertising 
help by the manufacturer, sales wili in 
crease—Robert Hines Bertini, presi- 
dent, Roanoke Sash and Door Com- 
pany, Inc., Roanoke, Va. 


Fallacy of Low-Price 
Aluminum Windows 

One of the problems of aluminum 
window producers has been the mar- 
keting of low-quality units from 
Florida. 

Higher standards by some of the 
Florida manufacturers have helped to 
alleviate the situation. 

One of the Florida advocates of 
quality aluminum windows for deal- 
er distribution is Leonard B. Wald- 
man, vice-president of Miami Win- 
dow Corp. He says: 

“The labor factor to fabricate as- 
sembled aluminum windows cannot 
vary more than 10 cents per unit from 
one manufacturer to another. If one 
sash weighs a pound less, it only re- 
flects about 40¢ in savings. 

“How, then, can two windows—of 
a like size—be priced from $2 to $3 
difference? Only by short cuts and 
substitutions.” 





Clarence W. Happ Dies 
Cuicaco—Clarence W. Happ, form- 
er president of White Star Lumber 
Co., died November 3rd in Norbury 
Sanitarium, Jacksonville, Ill., after a 
long illness. The former Air Force flier 
was 66. He is survived by his widow, 
Marion, and daughter, Mrs. Cynthia 
Laing, both of suburban Evanston. 
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elp your 


customers 
avoid this... 


sell 


protection 
with 3 
Lustracrystal" 


ka 


Creative ideas in glass 


A valuable piece of furniture can be ruined in one careless 
moment. Yet your customers may not think about preven- 
tion until it’s too late. Recommend glass tops — of LUsTRA- 
crystaL — for tables... desks... dressers... vanities... 
breakfast counters. There’s profit in it for you, and great- 
er customer satisfaction ! 

Why Lustracrystau? Because it has quality that’s easy 
to see and sell. Extra strength and scratch resistance. 
Superb clarity. Freedom from distortion and the dull 
green cast you find in other makes of glass. 


” 


y American-Saint Gobain 


Stock LUSTRACRYSTAL — together with A-SG’s other fa- 
mous brand sheet glasses : LUSTRAGLASS® and LUSTRAGRAY®. 
LUSTRACRYSTAL comes in 3/16”,7/32” and 1/4” thicknesses. 
It’s ideal, not only for furniture tops, but also for large 
windows — or any glazing that has to stand up to hard 
knocks. See your local independent glass jobber . . . or call 
our district office nearest you. 


AMERICAN-SaInt Gopatn Corporation, Dept. AL60 
625 Madison Avenue, New York 22, N. Y. 


AMERICAN-SAINT GOBAIN CORPORATION 


District Soles Offices: Atlanta * Boston * Chicago * Dallas * Detroit * Kansas City, Mo. * Los Angeles * New York * Pittsburgh * San Francisco 





Carey 


ALCOA ALUMINUM 
‘SIDING . 


Casey 


CERAMO CLAPBOARD © 


SIDING 


CERAMO SIDEWALL 
SHINGLES 


STYLETEX CLAPBOARD 
SIDING 


Casey 


STYLETEX SIDEWALL 
SHINGLES 
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Carey. 
national distributor of 


Alcoa Siding, offers the 


complete siding package 


ALCOA ALUMINUM SIDING—Three walls in one. Saves work and expense of painting and 
repair . . . insulates for year-round comfort and fuel bill savings. Available in horizontal 


and vertical styles in a variety of colors. 
CAREY CERAMO SIDING—Portland cement and asbestos fibre with a special baked-on ceramic- 


type coating. Hard, almost indestructible siding that will not fade, burn or rot. In smooth 
and random-striated clapboard and in wood-grained sidewall shingles. Wide choice of colors. 


CAREY STYLETEX SIDING—A variety of fresh colors guarded by a special polymer plastic 
finish. Beauty and durability make Styletex the new leader in moderate-priced housing. 
Random-striated surface in shingle and clapboard. 


It’s easy to give your customers a complete selection of colorful, "pugs siding materials— 
order Alcoa Aluminum Siding and Carey Ceramo and Styletex all on one order and in one 
shipment . . . from Carey! The Philip Carey Mfg. Company, Cincinnati 15, Ohio, Dept. AM-1260 
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GUTTERS AND 
DOWNSPOUTS 


building products is 
“Made by Aleoa”’ 


@ Researched, developed and marketed by Aluminum Company of iN 
America—world’s leading producer of aluminum! ae 

e Manufactured from raw ore through finished product to Alcoa’s A oy gaan 
own rigid specifications. 


e Backed by the strongest promotion and advertising in the build- 

ing industry. Vacaal 
You know the merchandisability . . . your customers know the ‘i NAILS AND 
quality . .. 8 out of 10 consumers know the value: waet oy aicos 


SELL THE MADE-BY-ALCOA LABEL FOR ALL IT’S WORTH! 









































"choose from 7 exiing ablore’ 
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Alcoa 
Announces 
Versatile 
NEW 
Aluminum 


COLOR 
Panels 


Profit from new trends in leisure living . . . new de- 
signs in farm and commercial construction . . . by 
providing customers with convenient, economical 
ways to surround homes with beauty, protect farm 
profits, attract prospects! 


And now ... add the sales appeal of seven excit- 
ing new colors developed especially for Alcoa. You 
can do it with the stylish, durable new Alcoa* 
Colorib Panels now being made by Alcoa. Ideal for 
carports, patios, swimming pool fences, marinas, 
fences, store fronts, roofing, siding, barns, sheds 
and many other uses! 


*Trademarks of Aluminum Company of America 


Profit from the Sales Advantages 
of Alcoa Colorib Panels 


» Seven Colors to Choose from — Seven exciting 
shades have been especially developed for Alcoa. 

* Colors Cost Less than Painting—Actual added cost 
for Alcoa Colorib Panels is less than customers’ 
cost of painting bare metal. 

* Accessories in Matching Colors—Split ridge cap 
assures tight fit—side-wall flashing and starter 
strip—end-wall and gambrel flashing. 

© Baked Enamel Finish—Tough finish keeps its glow- 
ing beauty for years. 

© Bonderized—Makes finish grip the metal tightly. 

® Heat Reflective—Sun bounces right off light colors. 
Interiors of barns, poultry houses, shelters are 
up to 15 degrees cooler in summer. 

¢ High Strength—Specially engineered rib construc- 
tion withstands the heaviest snowfalis and winds 
of hurricane force. Customers save on repairs 
and replacements! 

¢ Diamond Embossed for Extra Beauty—Alcoa nails 
in matching colors have same handsome pattern. 

© Stock Sizes—Easy to inventory, easy to sell. 8-, 10-, 
12-ft lengths. Four-foot coverage, 51l-in. width. 

© Economical—Budget priced initially, Aleoa Alu- 
minum Colorib Panels last longer and stay virtu- 
ally maintenance-free for life. 

¢ Easy to Install—New Alcoa Colorib Panels are easy 

to work with. Customers need only tin snips, scor- 

ing knife and a hammer. Lightweight, easy-to- 
handle panels save in erection costs. 


Aicoa Is Telling Millions About Colorib Panels... 

In Popular Mechanics, B H & G’s Home Improvement 
Ideas, Living’s Guide to Home Remodeling, Home Mod- 
ernizing, Successful Farming, Progressive Farmer .. . 
and on network TV. They’ll also see a new folder that 
explains the versatility of this new product—made only 
by Aleoa—by showing how and where to use it. Be sure 
you’re ready for this new business. Write for complete 
information and free folders. 


Vn. A.) 
sS 


1684-M Alcoa Building COLOAIB 
Pittsburgh 19, Pa. PANE 


Aluminum Company of America 























Yes! Send me free full-color idea folder and free appli 
cation instruction manual, plus information on where 


Name 


Firm Name 


Address 











For Commercial Applications For 'Do-it-Yourselfers” 
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“T sell the best way to get rid of 
gutter installation and maintenance 
problems,” Ohio distributor reports 


“ALCOA'S ALUMALURE FINISH 
is by far the best prepainted finish on 
any gutter system on the market,” says 
Mat J. Bosch (right), distributor of 
Alcoa building products and manager 
of Famous Furnace, Mansfield, Ohio. 
“‘There’s nothing more disheartening to 
a new homeowner than to find paint 
peeling off his gutters and downspouts 
only a year after installation. This often 
is a problem with both galvanized and 
other aluminum systems. But the new 
Alcoa prepainted white gutter elimi- 
nates this problem for the builder, the 
tinner, the remodeler.”’ 


IN HIS 100-HOME Walnut Hills de- 
velopment, Mansfield builder Jack A. 
Morrison uses both Alcoa® Siding and 
the new Alcoa prepainted gutter and 
downspout system. “This is the best 
roofing product Alcoa ever came out 
with,” he declares. Mr. Morrison is 
considering the new system for all his 
homes, because he estimates it costs 
less to install the prepainted Alcoa 
system than to install a competitive 
system—and paint it. ““Nor could any 
painter apply a finish with a brush 


rain-carrying equipment. 
Name 
Address__ 

City. 


that could compare with Alcoa’s Alu- 
malure finish,” he says. 


JOSEPH A. WAGNER, heating and 
sheet metal contractor in Mansfield, 
who does most of Mr. Morrison’s sheet 
metal work, states: “I was a bit skep- 
tical at first, but I’ve found the Alcoa 
system installs much faster; and it’s 
plenty strong for our rough Ohio win- 
ters and quick spring thaws!” 


Applicator, builder or distributor, learn 
how you can cash in on the new Alcoa 
prepainted white gutter and downspout 
system. Call your nearest Alcoa sales 
office—-or send the coupon below to Alu- 
minum Company of America, 1884-Z 
Alcoa Building, Pittsburgh 19, Pa. 


Aluminum Company of America, 1884-Z Alcoa Building, Pittsburgh 19, Pa. 


Please send me detailed information on new Alcoa prepainted white gutter 
and downspout system . . . and the name of my nearest distributor for Alcoa 


Zone State 


ALCOA ALUMINUM 





re ee rm arin eame eam ite 


Circle No. 18 on Handy Cover Card 


GUTTERS AND DOWNSPOUTS 





MADE B 


USE ALUMINUM NAILS 


MADE BY ALCOA 


” 
= 
<= 
=z 
= 
> 
z= 
= 
= 
= 
eh 
ul 
” 
> 


” MADE BY ALCOA 


AILS 
































LCOA X USE ALUMINUM NAILS X MADE BY ALCOA Y USE ALUMINUM NAILS Y MADE BY ALCOA Y USE 





NOW! 


THE FIRST AND ONLY 
ALUMINUM SIDING 
MADE BY ALCOA 


New! 8-in. horizontal, insulated and noninsulated, 12-in. 
vertical, and 4-in. horizontal siding—all made by Alcoa for 
modernization and new construction. 


EXCITING NEW COLORS 


in lasting Alcoa Alumature finish: 
Horizontal (8 in.) Vertical (12 in.) 
White White White 

Light Green Light Green Light Green 
Gray Gray Gray 

Yellow Dark Green Yellow 

Beige Barn Red Barn Red 
Coral Charcoal Gray 


FOAM INSULATION HAS LASTING EFFICIENCY! 


Factory-applied foam insulation locks in winter warmth, shuts 
out summer heat. Foam can’t absorb or retain moisture, so 
it won't rot or sag: always keeps its amazing insulating 
efficiency. 


FHA APPROVED TO APPLY OVER STUDS! 


Under new FHA regulations, insulated Alcoa® Siding is being 
applied directly over studs, without sheathing or wallboard. 
Savings on materials and labor make Alcoa Siding even 
more competitive in cost. 


FREE! COLORFUL NEW ALCOA SIDING FOLDER! 


Horizontal (4 in.) 


Aluminum Company of America 
2199-M Alcoa Building, Pittsburgh 19, Pa. 


Please send your new full-color, eight-page brochure with all 
details on Alcoa Siding. 

GRRE PIS Sen Se. ee eee 
Address 
ye AE naeS PR aN TEE: caer a 
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8 OUT OF 10 KNOW IT... TRUST IT! 

Sell the Alcoa label: known at sight to 80 per cent of 
America as the sign of aluminum quality! It marks every 
inch of new Alcoa Siding—first and only siding made by 
Aluminum Company of America, world’s leading pro- 
ducer of aluminum. 


NEW ALCOA SIDING IS SIX WAYS BETTER! 


1. New, stronger Alcoa Aluminum alloy 
used for the first time in siding! 


2. Special alclad laminated metal coat for 
lifelong corrosion resistance! 


3. Chemically pretreated to grip paint, 
defy chipping and peeling! 

4. Specially developed Alcoa Alumalure® 
finish gives maximum life for outdoor ex- 
posure conditions! 


5. New factory-applied foam insulates 
against heat and cold! 


6. Alcoa Aluminum Foil backing reflects 
95 per cent of radiant heat! 


ALCOA 8-IN. HORIZONTAL SIDING for popular clapboard 
effect, traditional or contemporary styling. e ALCOA 12-iN. 
VERTICAL SIDING for modern board-and-batten effect, 
individual styling. e ALCOA 4-IN. HORIZONTAL SIDING for 
finely detailed horizontal effect, traditional colonial styling. 


ALCOA SIDING ACCESSORIES FOR HORIZONTAL AND VER- 
TICAL IN MATCHING COLORS insure a weathertight job. 
Complete line includes special louvered ventilator panels. 





~~ xy 
Full panelized construc- 
; 3 tion cuts installation 
“¥ | costs: insulating foam 
Pajand foil backing come 
4 already attached. 


Fb. Interlocking panels 
“4 go up smoothly, 
Fy} quickly and neatly. 


< Nailing slots speed 
=] installation and al- 


cutting and fitting on : 
“| low for expansion. 


| | the job. 











SPECIFY THE SIDING THE EXPERTS CHOOSE! 


_Varcoa, 
A SIDING 


MASE BY ALCOA | 
ne 


MADE BY ALCOA 


Aluminum Company of America, Pittsburgh 19, Pa. 
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SIDING 


Sold to builders only 
through building supply dealers! 


No one is more hard-headed about 
business than the men who build 
houses. It is especially significant, then, 
that the big construction news of the 


year is Hastings Aluminum Siding. 
Builders and contractors all over the 
country have discovered that one good 
way to build better homes for less 
money is to use Hastings Aluminum 
Siding. These are the facts that sold 
them: 


@ Their houses are really bet- 
ter. They're better-insulated, better- 
finished, longer-lasting, more attractive 
and desirable. 

@ Their houses really cost less 
to build. Hastings Aluminum Siding 
can be put on in any kind of weather, 


38 


by unskilled labor; it goes on faster, 
with less waste of both material and 
labor. 

@ Their customers are really 
impressed. Customers like the in- 
creased beauty Hastings adds to a 
house and they are sold on the way 
Hastings Aluminum Siding practically 
eliminates painting and maintenance, 
increases resale value and greatly cuts 
down depreciation. 

And you know this: if you stock ma- 
terial that helps builders build better 
homes for less money, you won't have 
to worry about sales. Read the facts on 
the facing page, then mail the coupon 
for complete, detailed information. No 
cost or obligation, of course. 






This never happens! Hastings offers a 
ten-year warranty on the world’s finest 
finish — pure Vinyl. Formulated especi- 
ally for Hastings by Sherwin-Williams 
Co., the Vinyl is literally fused to both 
sides of the aluminum by the Hastings 
finishing process. It will not crack, chip, 
peel, blister or craze. 

Compare these features: Elongated 
nail slots to overcome buckling @ Pre- 
notched panel ends for smoothest, tight- 
est joints @ Concealed weep holes to 
eliminate moisture problems @ Conveni- 
ent panels for easy handling, less waste 
@ Full 8” exposure @ Positive inter- 
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locking feature keeps panels and corners 
in place permanently @ Choice of white 
or six pastel colors @ Hastings Aluminum 
Siding meets FHA requirements. 


Completely Accepted! 


Approved reliable product — Hast- 
ings Aluminum Products, Inc. is a mem- 
ber of the Aluminum Siding Association 
and has been awarded the Kaiser-Ap- 
proved seal. The Hastings plant is mod- 
ern in every detail, utilizes the latest 
equipment with skill and craftsmanship 
born of pioneering in the industry. Hastings 
has been a manufacturer of top-quality 
aluminum products since 1947. 


anit 
ALUMINUM SIDING ASSOCIATION 
Nationaily advertised. Your best cus- 
tomers will be pre-sold on Hastings Alum- 
inum Siding through full-page advertise- 
ments in HOUSE and HOME. And, full- 
color Hastings ads appear in such -recog- 


+ ROOK OF 

| BUILDING 

et Hart ss Vu rt es . 
nized publications as HOUSE & GARDEN’S 
BOOK OF BUILDING, BETTER HOMES and 
GARDENS’ HOME BUILDING IDEAS and HOUSE 
BEAUTIFUL’S BUILDING MANUAL. Hastings 


HASTINGS 


has the acceptance of architects, builders 
and prospective home buyers — has 
earned the preference assigned to a 
“known” product. 

Convenient distribution centers. 
Hastings Aluminum Siding is available 
to dealers and builders from quick-service 
supply points coast-to-coast 


HASTINGS 


ALUMINUM PRODUCTS, INC. 


PRODUCTS 
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Co-op Buying Saves 10% for Dakota Dealers 


Sioux Fatis, S. D.—Purchasing 
costs dropped 10% as a result of co- 
op buying by a group of dealers in 
Sioux Falls and the surrounding area. 

Four metropolitan Sioux Falls deal- 
ers organized the group in September 
1959, for inventory control. They 
named themselves Allied Midwest 
Merchandisers Inc. In the intervening 
year, they added 10 new members in 
a 75-100 mile radius of the city. 
Twenty yards now participate in the 
buying program. 

Each Allied member does a share 
of buying, by allocation. Items pur- 
chased include garage doors, plywood 
in truckloads, steel roofing, insulation 
board, specialties, molding. Each of 
the 14 members trades merchandising 
among themselves at handling cost. 

Because of frequent price fluctua- 


tion, lumber is not included in the 
program, said R. R. Hanson, president 
of Consumers Lumber Co. in Sioux 
Falls. Hanson is one of the founding 
members of Midwest Merchandisers. 

Participants pay $50 dues per year, 
and all cash discounts on purchases 
return to the treasury. Allied has no 
secretary or manager at this time, 
said Hanson. “Dues are very low right 
now. They could be raised without 
difficulty as the co-op grows to the 
point where a manager is needed.” 

Midwest Merchandisers is patterned 
after a similar co-op in Denver (also 
named Allied), said Hanson. Other 
Sioux Falls founders of the co-op are: 
R. W. Ward, Ward Lumber Co.; H. M. 
Robinson, Independent Lumber Co.; 
and Bill Scott, of the Scott Lumber 
Co. 





Forest Products Laboratory 
Research Results Detailed 


MADISON, Wis.—Recent research 
results of the U.S. Forest Products 
Laboratory are now available in eight 
reports from the USFPL Director, 
Madison 5. 

Report 1769-26 offers a recom- 
mendation for drying elm without ex- 
cessive warping during seasoning; 
2196 appraises decay resistance of 
various kinds of particle board; 2197 
has recommendations for remedying 
warping of plastic-faced panels that 
have cores of plywood, particle board 
or paper honeycomb; 2189 outlines 
an analysis of relations between prep- 
aration variables, pulp properties, 
properties and shredding characteris- 
tics of sheets, and nitration quality of 
pulps and waterleaf pulp sheets; 1877 
gives results of an investigation to de- 
termine if the existing engineering 
theory for strength of curved mem- 
bers also applies to a large glued lam- 
inated wood ring. 

Technical Note 263 describes an 
apparatus for comparing, evaluating 
and recording surface imperfections 
in furniture-type panels with particle 
board cores; report 2193 evaluates 
presence of tension wood in furniture 
cuttings of red oak; and 2194 de- 
scribes a method of calculating log 
vaiues in which prices or price rela- 
tives are not introduced until the final 
step of analysis. 


Issues Standard for 
Heavy Timber Decking 

WASHINGTON—Publication of a 
new standard for heavy timber deck- 
ing (section 1,200) is announced by 
the American Institute of Timber Con- 
struction. 

Under development for two years, 
the 28-page standard is a compilation 
of the best information available. Sec- 
tion 1,200 applies to sawn decking 
only, not laminated decking. It covers 
species, sizes, lengths, patterns, mois- 
ture content, application, specifica- 


40 


tions, applicable allowable unit stresses 
and roof-load span tables. 

Single copies of the standard are 
available free from AITC, 1757 K St., 
Washington 6. 


Forms Glazed Division 


BURBANK, CALIF.—Capri Sales, 


Inc., manufacturer of sliding glass 
doors, has formed a special Glazed 
Division and will offer completely 
glazed sliding glass door units ready 


for installation. A large warehouse 
stock of standard door sizes in main- 
tained for the outside slide and life- 
time finish items. 


Offers Home Investment Plan 


Port St. Lucie County, FLAa.— 
A unique investment plan permitting 
a home buyer to either occupy his 
home or profit from renting it has been 
offered under a prospectus filed with 
the Securities and Exchange Commis- 
sion. 

General Development Investment 
Plans, Inc., a subsidiary of builder 
General Development Corp., has filed 
a preliminary registration statement 
with SEC under which representatives 
would sell 1,285 investment plans for 
Florida homes or on near the Port St. 
Lucie County Club. 

Not only does the plan bypass real 
estate brokers, but offers the home- 
owners a chance to have the house 
rented to others through GDIP man- 
agement. 

Homes to be offered are in the $12,- 
625 to $18,300 price range. All will 
be sold fully furnished with furnish- 
ings cost ranging from $1,800 to $2,- 
700 per home. 

Purchasers who occupy a home for 
four weeks would require 26-28 weeks 
of rental occupancy for the home to 
carry itself. If rental occupancy is less 
than that, at least some of the ex- 
penses of carrying the home would be 
absorbed by the rent received. 


¢ Robert Bailey, former co-owner 
and vice-president, Northbrook (lll.) 
Lumber Co. has been named man- 
ager of Spring Grove (Ill.) Lumber 
Co. 


* John S. Brandis, senior vice-pres- 
ident, and William H. Hunt, vice-pres- 
ident, were elected directors of Geor- 
gia-Pacific Corp., New York, increas- 
ing the board to 15. 


* F. E. Dutcher, vice-president, 
Johns-Manville Sales Corp., New 
York, has been elected president of 
the newly-named National Mineral 
Wool Insulation Association. He suc- 
ceeds M. M. Wilson, vice-president, 
Baldwin-Ehret-Hill. Inc., Trenton, 
N. J. The organization changed its 
name from National Mineral Wool As- 
sociation at its recent annual meeting 
in White Sulphur Springs, W. Va. 


* Gordon C. McNown has_ been 
named to the newly-established post 
of controller by Signode Steel 
Strapping Co., Chicago. 


* A. L. Doering, senior vice-president, 
was elected to the Fenestra, Inc. board 
in Detroit, to replace W. J. Maurer, 
resigned. 


* Edward B. Finn, Cleveland, was 
named senior vice-president of In- 
sulation Manufacturers Corp. Inc. 
Chicago. Bernard F. McNamara was 
appointed merchandising division ex- 
ecutive vice-president. 


* Dale L. Gaeth, president, Western 
Plastics Corp., has been named man- 
ager vice-president of Rilco Div. by 
Weyerhaeuser Co. 


* Harvey Creech, general sales man- 
ager, E. L. Bruce Co., Memphis, has 
been named sales vice-president, suc- 
ceeding the retired Walter J. Wood. 


* E. H. Russell, president, Minneso- 
ta Linseed Oil Co., has been named 
president of Minnesota Paints, Inc., 
Minneapolis. He will continue as an 
officer and director of the linseed oil 
company. 


Expands Operations 

CuIcaco—Maijor Industries, Inc. is 
expanding its manufacturing opera- 
tions for Nautilus No-Duct range hood 
and its new Nautilus air purifier by 
moving into a new 57,000-square foot 
plant in Freeland, Penna. 
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“SELL these products with this 

new issue of the Tek-Bilt catalog. 

It contains a complete collection 

of product brochures, price lists and 
product information. Just check 

the coupon and MAIL IT TODAY 
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WIN-CHEK, MOONACHIE, N. J. 


Gentlemen: Please send me the complete story on how | can sell 
TEK-BILT Aluminum Products without inventory. * 


[] Please send your new TEK-BILT catalog folder 








HAPPY NAILING TO YOU 


e 


NUM NAILS 


Whether you’re a builder . . . a wholesaler . . . a dealer .. . or just a 
fellow who likes to drive good nails . . . Phifer Aluminum Nails leave 
happy smiles all down the line! Here are aluminum nails in pull-string 
Job-Pac cans that stack neatly and go to the job in measured quantities 
for pre-determined coverage. Here are aluminum nails that meet all 
government specifications, that are tempered to resist bending, that require 
no puttying and last for the lifetime of the building without rust or stain. 
Could you ask for more in any nail? 


MANY FREE SALES AIDS ARE YOURS 
FOR THE ASKING FROM PHIFER... 


PRES CATALOG Write today for free Aluminum Nail Catalog that gives prices and also 
ON REQUEST ; Sor Ae ; : P 
lists sizes and specifications on the 74 different Aluminum Nails made 
by Phifer. Dealers will also want our free Nail Display Board shown at 
right with actual sample nails attached. 


PLUS VALUABLE TECHNICAL HELP... 


Phifer’s service does not end with the sale of aluminum nails. Our research 
staff stands ready to assist you with any fastening problem. Our sales 
oY) Py representatives trained in nail ‘‘know-how” cover the nation from coast 
-~ to coast. Call on us for prompt and intelligent assistance at any time. 


LET'S TALK IT 
WRITE FOR FREE 


Phifer is America’s Leading Manufacturer DISPLAY BOARD 
of Aluminum Insect Screening ... . 


PHIFER WIRE PRODUCTS 


Plaza 2-5594 ° BOX 9007 * TUSCALOOSA, ALABAMA 
ON THE WEST COAST: PHIFER WESTERN, Inc. ® 526 E. EDNA PLACE © COVINA, CALIFORNIA 
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Series 300 
DOUBLE HUNG* 


ri] {i} Series 400 
HORIZONTAL 
SLIDER* 


Capture a profitable share of 
the new construction market with 


wisco 


ALUMINUM 
PRIME 
WINDOWS 


Quality windows of heavy extruded aluminum priced 
right to please most builder customers. The clean, 
crisp design incorporates such important features as 
integral nailing fin for fast installation, removable sash, 
complete weatherstripping. All Wisco Primes meet 
FHA specifications for new construction as well as 
A.W.M.A. requirements. Sizes, styles for all openings. 


NOW AVAILABLE! 
WISCO ALUMINUM SIDING — 11 Decorator colors! 


A few choice distributorships available 


Wisco, 4015 Michigan Ave., Detroit 10, Mich. Dept. At-1260 
Please RUSH me complete information on the following: 

( ) Wisco Prime Windows with integrated storm units 

( ) Wisco Aluminum Siding 
| am interested in becoming a Wisco( )dealer( ) distributor. 


Name. 

Firm Name. 

Address wisminnihipienes 
City. eeare ES ____Zone__State ae 


(Please attach to your company letterhead) 
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. HERE IS MORE PROFIT, as a rule, on 
our sales of aluminum products than on 
competing lines.” 

That’s a statment made by A. J. Miller, Jr., 
manager of Central Lumber Co., Burlington, 
Iowa. 

And Miller is a man who should know. Alu- 
minum products at Central Lumber account for 
about 10% of Central’s total volume. 

The Iowa firm sells aluminum products to 
both farm and home markets and for both new 
construction and remodeling (except farm build- 
ing remodeling, where galvanized products are the 
big seller.) 

Not one to sit back and wait for business, 
dealer Miller stages an annual 3-day aluminum 
promotion. A_ specially-priced aluminum com- 
bination window is featured, together with other 
aluminum products, including residential siding. 

Results of the October sale this year were only 
about half of the $5,000 volume chalked up in 
the 1959 promotion. But the fall-off this year 
didn’t stem from any decline in aluminum prod- 
uct popularity, in Miller’s opinion. 

In fact, the sales from the aluminum promo- 
tion were a delight to Miller because of the gen- 
eral sales decline which has hit almost all Bur- 
lington-area yards. Construction has been down 
30% all year long. 

Not all retail lumber deaiers are as active in 
the aluminum business as Central Lumber in 
Burlington. Some dealers swear that they will be 
lumbermen to the last and will never sell a metal 


product of any kind. 
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But most dealers sell what their customers 
want. That’s the main reason behind the rise in 
aluminum product sales by lumber and building 
materials merchants this year. 

Cross-country field studies by this magazine 
during the past three months show that nearly 
all dealers carry such aluminum items as nails, 
flashing, louvers and similar small items. Rural 
dealers have sold aluminum sheeting for years. 

In addition, dealer sales of aluminum combina- 
tion windows and doors are now strong enough 
to take these products out of the “specialty” class 
for dealers. 

What’s more, aluminum residential siding is 
now showing up in lumberyards in many areas. 

This is a natural development. The specialty 
applicator traditionally pioneers the marketing of 
building products. Then the one-stop lumber and 
building materials dealer integrates the products 
into his “department store of building.” 

First there was lumber, alone. Then came in- 
sulations, insulation boards, asbestos and asphalt 
products, plywoods, composition materials, felts, 
laminate’ plastics, fiberglass, plastic tiles and 
ceramics, steel—as well as Seidbwere and paints 
for complete one-stop merchandising. 

Now, include aluminum. It’s necessary for the 
“package selling” concept used by successful deal- 
ers today. 

And as dealers accept alurninum products you 
can expect these products to move through es- 
tablished building materials wholesalers. 

Problems. Many lumbermen are not happy 

(continued on page 46) 
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selling aluminum products, especially those items 
which compete directly with wood items. 

Dealers often fear faulty application, which 
usually hurts the dealer more than the contrac- 
tor. 

Dealers detest the price-cutting that’s already 
snipping profits on aluminum products in some 
markets. They wonder about durability. They 
are particularly worried about denting or marring 
on the job. They get angry at the high-pressure 
tactics of aluminum specialty applicators and re- 
sent the profits which these applicators reap for 
opening up new product markets. 

Some of the reasons for these doubts and fears 
are being rectified by the aluminum industry. 
Others are not. But, wholesalers and dealers 
who are sensitive to customers’ inquiries and who 
understand the strength and basic principles of 
full-line retailing are selling aluminum products 
despite personal preferences. 

One of the best statements on the retail lumber 
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dealer and aluminum products comes from 
Charles C. Lovell, general manager of Interstate 
Lumber Co., Missoula, Mont. He says: 

“The retail lumber dealer is the natural, most 
efficient, reliable, practical common-sense outlet 
for ANY building material to the contractor- 
builder, applicator and consumer trade.” 

Responsibility, It’s the obligation of the lumber 
ahd building materials merchant to sell new and 
unusual products and to market these products 
in the manner befitting such “specialties,” Lovell 
said. He continued: 

“We stock and promote many small aluminum 
items. We do a good job in moving aluminum 
combination doors and windows. We don’t have 
an aluminum shingle, but we promote and sell 
aluminum sheet roofings. 

“With our responsibility in mind, we stocked 
a high quality line of aluminum siding. Previous- 
ly, such siding had been available only through 
‘itinerant’ applicators. 

“Our results haven’t been anything to boast 
about, But, the results are not discouraging. 

“The sales training has been and still is a big 





problem, which deserves attention from alumi- 
num manufacturers. 

“We try hard to ‘sell’ but try not to ‘oversell’. 
We recommend without prejudice the most practi- 
cal material, whether it be metal, wood, fibre, 
composition—or what have you. 

“We believe that this is our obligation. And it 
is just one of the reasons that the one-stop re- 
tailer will still be going strong when many of the 
more spectacular operators will have faded out— 
and perhaps their suppliers with them.” 

Lovell’s cogent remarks above aptly summa- 
rize the business principles which guide most suc- 
cessful lumber and building materials dealers to- 
day. 
For another report, jump across the nation to 
East Freetown, Mass. Here’s what J. E. Carew, 
of E. W. Goodhue Lumber Co., says: 

“We sell a number of aluminum products. 
Originally, we attempted to fight the infiltration 
of specialists in the storm door and combination 
window field. After watching our volume dis- 
appear, we joined them. 

“A better job would be done if we were in a 


position to specialize in a particular item. But 
we are doing a good job. 

“New ideas are accepted slowly here. Alumi- 
num siding is just starting to catch on. The spe- 
cialty boys are pushing it for all it’s worth— 
wheeling and dealing and giving 20-year guaran- 
tees of paint performance. 

“The few jobs which we have sold have been 
satisfactory. Aluminum siding has its great poten- 
tial in the new home field. Many of the 2-family 
homes in our area have extensive window, gable 
and ridge areas in wood that still have to be 
painted. The cost of painting this represents from 
70% to 80% of the total cost of painting the com- 
plete house. 

“We anticipate that aluminum siding is here 
to stay. Each year we will sell more of it. We'll 
have to face up to some failures and take meas- 
ures to correct the exorbitant claims now being 
made for these products by the ‘suede shoe’ boys.” 

Challenge. Swinging to the Midwest, listen to 
Gene C. Wisegarver, manager of Shurtleff & Co., 
Barrington, III: 

“These new aluminum products have a way 
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of getting sold and merchandised by door-to-door 
operators, at tremendous markups. 

“After the market has been exploited there is 
then a void to be filled by the established, re- 
spected lumberyard. Too many yards fail to ac- 
cept this challenge. As a result, they remain 
completely unfamiliar with these products.” 

One dealer who took up the challenge of 
aluminum is Guadalupe Lumber Co., San An- 
tonio, Tex. Phil Grothues and his brothers John- 
ny and Maurice have turned farm, light com- 
mercial and residential jobs into a widening mar- 
ket for aluminum building products. 

For example, less than a year ago, Guadalupe 
Lumber took on Twin-Rib, a lightweight re-roof- 
ing and siding material. Today, the firm stocks 
the panel in 10,000 pound quantitites. 

The yard has aluminum displays—a 12’ sheet 
is in the store with complete pricing information 
per sheet for all sizes. 

In the market. In Michigan, listen to Jack E. 
Ballast, general sales manager, Standard Supply 
& Lumber Co., Grand Rapids. 

“We have concentrated on our treated wood 
sidings and plywood sidings, which we can guaran- 
tee not to peel. But we do realize that aluminum 
siding is being sold in larger volume every month 
and we are at present evaluating three companies 
and their sidings. 

“When we pick out the best value siding, we 
will promote it to the builder for new construction 
and also advertise it installed on the monthly 
payment plan for residing.” 

Sales control. The aggressive tactics of inde- 
pendent specialty applicators have always raised 
the eyebrows of “legitimate” lumber and build- 
ing materials dealers. 

But, dealers are learning to control their sales 
and hire their own application services. The 
itinerant applicator is beat at his own game. 

Speaking of aluminum siding, here’s a report 
from Wm. H. Troup, of H. H. Troup & Co., a 
leading lumberman in Kankakee, IIL: 

“This siding is sold by our outside salesmen 
in our home improvement department. It’s a 
competitive field. There are many specialists who 
make a living solely from one aluminum product. 
These specialists work mainly by canvassing. 

“We have satisfied customers when our ap- 
plicator applies the siding in a workmanlike 
manner. Our problem has been finding good ap- 
plicators. The same holds true with awnings. 
Aluminum combination doors and windows pose 
no problem.” 

Aluminum has helped retailers control the light 
commercial market, too. 

For instance, the Wooster (Ohio) Lumber Co. 
opened an aluminum department. Two specialists 
were trained in packaged selling, including erec- 
tion. 

One of the first sales by Wooster’s aluminum 
packaged building department was for a 3-minute 
car wash building. The 40’x175’ structure required 
a material not affected by moisture and cleansing 
agents used to wash cars. 
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The Wooster salesmen played up the low 
maintenance and easy erection of using alumi- 
num roofing for the car wash building—and got 
the job. This led to the sale of five more turn-key 
light commercial buildings with aluminum. The 
company also does a good business in packaged 
farm buildings. 

Wholesalers. The current dealer interest in alu- 
minum products puts a burden on their regular 
sources of supply, the building materials whole- 
saler. The average dealer doesn’t want to invest 
in heavy inventories of aluminum products. 

This spells opportunity for enterprising whole- 
salers. For instance, M. J. “Jack” Sparks, vice- 
president and general manager of Lumberyard 
Suppliers, Inc., Peoria, Ill., couldn’t be more 
pleased. 


Lumberyard Suppliers has been handling alu- 
minum products for about eight years. Although 
the firm distributes nearly all aluminum brand 
names, it’s most closely identified with Alcoa and 
sells siding, nails, gutter and roofing. 

“For years the central Illinois dealers shied 
away from aluminum,” said Sparks. “They stood 
by and watched the applicators steal this lucra- 
tive market. 

“Now dealers are beginning to take on alumi- 
num products, particularly siding.” 

Sparks pointed out that his salesmen are good 
at “waking up” dealers. Lumberyard’s annual 
$175,000 aluminum business is mostly in siding, 
nearly all of it residential. 

“The market is tough to figure,” said Sparks. 

(continued on page 50) 
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Building Codes, FHA Changes 


Expand Aluminum Markets 


ARLY THIS YEAR, a group of 

people representing aluminum sup- 
pliers, building materials dealers and 
local code officials huddled about an 
experiment in progress at an inde- 
pendent testing laboratory in Miami. 

A 48”x96” panel of high strength 
aluminum roofing and siding sheet 
was placed on a 48” span. A uniform 
load, in 10 pound increments, was 
applied to the panel until it reached 
60 pounds per square foot. At this 
point, the load was allowed to remain 
a full hour, while the observers con- 
templated the stakes: approval of the 
product by Miami codes and the im- 
mediate sale of some 10,000 square 
feet of the material for light construc- 
tion jobs. 

After the hour elapsed, the weight 
was taken off the metal. The high 
strength panel sprang back to its nat- 
ural form. It had passed. For the 
first time, the aluminum roofing and 
siding panels had code approval for 
use within the city of Miami. 

To further prove the point, addi- 
tional weights were added beyond the 
60 pounds per square foot standard. 
It took 134 pounds per square foot to 
permanently deflect the material. 

Through demonstrations such as in 
Miami, aluminum products are being 
accepted by code officials, although 
approval is not yet universal. 

Code deficiencies in respect to al- 
uminum building products are of sev- 
eral types: (1) lack of adequate infor- 


mation on the abilities of aluminum 
panels; (2) the omission of aluminum 
specifications in building codes or (3) 
lack of prior approval by building 
code officials based upon laboratory 
and field test data. 

Part of the problem is being alle- 
viated by the trend to performance 
rather than specification codes. 

Adoption of standard codes also 
help. About half the cities in the U.S. 
have codes which follow, at least in 
part, one of three or four regionally 
and nationally recognized codes. These 
include: Uniform Building Code es- 
tablished by the International Confer- 
ence of Building Officials; the South- 
ern Standard Building Code regulated 
by the Southern Building Code Con- 
gress; the National Building Code set 
up by the National Board of Fire Un- 
derwriters and the Basic Building Code 
originated by the Building Officials 
Conference of America. 

For example, Kaiser Aluminum’s 
Diamond-Rib Line was recently ap- 
proved by the Southern Building Code 
Congress. The changes will increase 
= market potential for the product 
ine. 

Sometimes joint action is the best 
way of bringing about necessary 
changes. In one large metropolitan 
area, aluminum producers formed a 
committee to help their distributor and 
building material dealer-customers in 
that area to work for code changes. 
The group drew up a suggested set of 


eA Le 


ALUMINUM IN BUILDING 


YUADPOASSEEAT OANA TAT ETA ANETTA 


aluminum specifications to fill a void 
in local codes. These were presented 
to local building code officials and 
were subsequently approved. 

FHA action. Still another group 
which is influencing code changes and 
broadening the market for aluminum 
building products is the Federal Hous- 
ing Administration. While this group 
does not consider itself regulatory, it 
does exert a great influence. 

Last January, the FHA revised its 
regulations to recognize maintenance- 
saving materials in home building, 
such as aluminum, which would justi 
FHA insured loans on a higher per- 
centage of total construction cost be- 
cause of reduced monthly mainte- 
nance and operating expense. 

In the second bulletin (No. UM-27) 
issued in June, FHA’s Architectural 
Standards Division approved the use 
of .019-inch aluminum siding, with 
rigid backing, either with or without 
sheathing in new home construction. 
Previously, FHA had required a min- 
imum of .024-inch thickness for al- 
uminum siding. 

The FHA Minimum Property Stand- 
ards also recognize the use of a wide 
range of well-designed and properly 
manufactured aluminum building prod- 
ucts. 

This recognition by FHA of the 
strength and corrosion-resistance of 
aluminum building products should 
have an important effect upon local 
code administrators. 





“Dealers today are doing a good job on alu- 


minum storm products—and they can do the same 
on siding,” said Sparks. 
The Peoria wholesaler sells only to retail deal- 


ers. His salesmen help dealers to merchandise. 
Sparks brings in installation training crews from 
his suppliers. 

“Our main headache,” Sparks explains, “is that 
carpenters are afraid to handle aluminum siding. 
A good-sized training program would allow 
lumber dealers to drive the applicators out of 
the market.” 

Quality. Almost every wholesaler warns about 
the possibility of inferior aluminum quality. 

Take the case of Bildisco, a prominent special- 


“Aluminum gutter business here is peanuts. But 
it’s getting better. In another year, I look for 
aluminum to replace the galvanized gutter busi- 
ness.” 

Some years ago, lumber and building materials 
dealers hooted at Sparks for his prediction that 
redwood would be a good seller in the midwest. 
Then, he noted, five years ago when he urged 
them to add aluminum lines, they howled again. 
“Now they’ve got to move to recapture a lost 
market. 
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ties wholesaler in Elizabeth, N. J. The company 
has a strong lumber dealer sales policy. 

Bildisco has placed over 100 “Aluminum 
Window Centers” in dealer showrooms. The busi- 
ness coming from these dealer displays has made 
Bildisco’s volume this year “very satisfactory,” 
according to Edward Lewis, office manager. 

“But we must warn other distributors and 
dealers who enter the aluminum specialties field,” 
Lewis said. “You must watch quality control by 
the manufacturer. With the ever-increasing pres- 
sure of competition and reduced prices, some 
manufacturers will begin to ‘cheat’ in the gauge 
or general engineering of their products. This is 
particularly true of aluminum storm windows 
and doors.” 

Lewis also voiced the common complaint about 
distribution policies by the aluminum producers. 

“Aluminum siding presents one of the biggest 
potentials in sales volume for any wholesale dis- 
tributor. But the distribution setup has not been 
defined adequately by the manufacturers,” he 
declared. 

Lewis also noted the low markups for alumi- 
num products in the metropolitan New York and 
New Jersey area. However, reports from other 
sections (such as mentioned previously from Bur- 
lington, lowa) indicate that the markup problem 
is not universal. 

Another New Jersey wholesaler, Norman Herr 
of Bayonne Steel Products Co., remarked that 
his firm offered an installation service for dealers 





to consumers. “But we couldn’t afford the call- 
backs at our profit,” he said. “The specialty ap- 
plicator charges a high price and can afford the 
service call-backs.” 

The distribution problem also brought com- 
ment from Morrison-Merrill & Co., Salt Lake 
City. “If the major aluminum producers were 
to enter the field with complete products direct to 
their distributors, we would increase stocks and 
become more active in the field,” a spokesman 
said. 

Solutions. There are solutions to the problems 
reported above. This issue is full of sales suc- 
cesses and merchandising ideas for aluminum 
products. 

For instance, there is the “lineal” trend for 
wholesalers and large dealers in aluminum win- 
dows and doors. 

In this plan, lineal extrusions are shipped to 
regional or local fabricators. An example is the 
Security Window Division of Omaha (Neb.) 
Millwork Co., an affiliate of Builders’ Supply Co. 

Under the lineal program of the Securities 
Companies, Detroit, the Omaha firm fabricated 
20,000 sash and screen units from lineal lengths 
in 1954. A Minneapolis branch plant was 
launched in 1957. 

By 1958, yards in Kansas, Nebraska, South 
Dakota and western lowa were buying from 
the Omaha company. Production quadrupled 
during the Security division’s first five years. 

(continued on page 52) 


SMART ALUMINUM MERCHANDISER in south central Massachu- 
setts is Chaffee Bros. in Oxford. This retail building materials 
firm has two outside salesmen on the road, selling mainly re- 


modeling jobs. One section of Chaffee's store (below) is de- 
voted to this special aluminum display, which includes win- 
dows, doors, siding, guttering and awnings. 
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Other “lineal” examples are reported else- 
where in this issue. 

In these pages you'll find scores of examples 
which show that opportunity awaits retail mer- 
chandisers, working with a reliable manufacturer. 
Two can be cited here. 

The Carnell Lumber Co., Scotia (Schenectady), 
N. Y., started selling Win-Chek aluminum prod- 
ucts just six months ago. Volume is now about 
$15,000 on an annual basis. The firm just added 
aluminum siding. 

As with most retailers, the key to combina- 
tion window and door sales at Carnell is installa- 
tion service. There’s a $2 installation fee. For 
door installation, $10. The yard reports about 
$1,000 sales monthly in prehung aluminum 
doors. 

Also near Schenectady, the Rowley Coal & 
Lumber Co. has handled Win-Chek aluminum 
storm windows and doors for about a year. 
Volume in the line is $22,000 annually, and is 
expected to increase. 

Rowley also has a $2 installation charge on 
windows, $10 for doors. Markup on the doors 
is 40% over buying price from the manufacturer. 

Rowley is hedging a bit before taking on alu- 
minum siding. “We'll wait until the specialty boys 
get through their problems and then we’ll enter 
that business,” a spokesman told A.L. 

Meanwhile, aluminum window and door sales 
are good and “will get better,” he said. 

What producers think. First to recognize the 
importance of dealer distribution were the prime 
aluminum producers—Alcoa, Reynolds, Kaiser. 


The “big three” have advised their fabricators for 
years to tap the established network of dealers 
to gain permanent building product distribu- 
tion. 

Because of its own farm roofing and siding 
sheeting brands, Kaiser Aluminum & Chemical 
Corp. was an early exponent of lumber dealer 
distribution. 

Last month, Howard C. Holmes, vice-president 
of marketing for Kaiser, reaffirmed his com- 
pany’s sales policy with this statement: 

“During the past year, we have sponsored with 
the National Retail Lumber Dealers Association 
a sales training film, ‘Going Out After Business’. 

“To us at Kaiser, ‘going out after business’ 
means following the proven channels of estab- 
lished wholesale and retail dealers. It also means 
that we must provide dealers with all necessary 
sales helps. 

“Our trade advertisements state: ‘Kaiser Alu- 
minum backs up its products—backs up its 
distributors and dealers.’ We are proud of our 
distributor and dealer organization. As new prod- 
ucts are added, we fully expect these present 
customers will wish to add them to their lines.” 

With equal zeal, both Reynolds Metals and 
the Aluminum Company of America are now 
cultivating lumber and building materials dealers, 
both for their own fabricated products and to aid 
their independent fabricator customers. 

Elsewhere in this issue is the first detailed re- 
port on the Aluminum Center marketing plan of 
Reynolds Metals, as used by the Erb-Restrick 
Lumber Co., prominent Detroit-area dealer. 

Commenting on the Aluminum Center pro- 
gram, David Reynolds, executive vice-president 
of the aluminum company, said: 

“Like all good marriages, the union of lum- 

(continued on page 54) 


$3,600 in Patio Sales Plus Leads from Saturday Promotion 


BOUNTIFUL, UTAH. 

WEEKEND OPEN HOUSE at 

the Bestway Building Center 

here showed how dealers can sell al- 

uminum products for outdoor living 

and also generate sales of all building 
materials. 

Manager Eldon Adams built a num- 
ber of scale model patios for display. 
A full-size 14’x20’ patio, constructed 
from a Kaiser Aluminum plan, was 
erected in the yard, with a price tag 
of $149 for the materials package. A 
fence of aluminum panels was erected 
around the patio. 

The open house was promoted in 
the county newspaper. Hot dogs and 
soft drinks were served. Door prizes 
and special contests were offered. 


Manager Adams said that $3,600 in 
sales, with an additional 70 requests 
for estimates were received for the 
following jobs: 33 patios; 9 remodel- 
ing jobs; 7 yard fences; 5 carports; 1 
loafing barn; 1 turkey house; 5 gar- 
ages; 4 new residences; 2 milking par- 
lors and 3 painting jobs. 

Following the open house, the yard 
was selling almost a patio a day. 

The Bestway branch serves a rapid- 


ALUMINUM SHADESCREEN makes a ven- 
tilated, cool summer porch, typical of 
home improvement packages sold by 
Bestway Building Center, Bountiful, Utah. 
Homeowner at right enclosed an outdoor 
12’x15’ concrete-floored terrace to make 
a pleasant retreat from summer's heat. 


ly growing residential area just north 
of Salt Lake City. 
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mveduiee ALWINTITE’s COMPLETELY NEW 
SINGLE-HUNG........ 
] ALUMINUM WINDOW 


with new type 


REMOVABLE SASH 
that makes other windows 
obsolete and old-fashioned 

















SIMPLIFIED 
INSIDE GLAZING FLIP LOCK 


of fixed upper light releases sash while 


simplifies on-the-job holding balance 
glazing. housing in place. 


NEW LIFT-LOCKS 
Lift to open and window 
unlocks. Close tightly and 
window is securely locked. 








SEE HOW EASILY SASH IS REMOVED 


/ 


j 
/ 


Ss 
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Looking for an aluminum window that will give your sales a 
real boost in 61? Here it is. ALWINTITE’s new Series 410 
Single-Hung Window with removable sash. /t’s completely 
new... 


COMPLETELY NEW IN WINDOW DESIGN 
All the benefits of aluminum plus the pleasing appearance and 
sight lines of traditional materials. 


COMPLETELY NEW IN WINDOW ENGINEERING 
A new method of sash removal — a finger touch unlocks sash from 
the concealed balance. 


COMPLETELY NEW IN COMFORT 


Integral tracks in frame for self-storing storm sash. 


COMPLETELY NEW APPROACH TO LOW COST 
A deluxe prime window for less than you'd pay for a combination 
storm window. 


CHOICE OF FINISH TO SUIT THE ARCHITECTURE 
Exclusive with ALWINTITE — you can now choose between natural 
aluminum finish for contemporary design or white lucite enamel 
for traditional design. 
Get the full story on ALWINTITE’s new Series 410 Single-Hung 
window today from your local ALWINTITE distributor or write us 
direct to Dept. AL 59 


PREVIEW OF THINGS TO COME 


The new 410 Single-Hung is first in a series of completely 
new and related window and sliding glass door products 
being developed and offered by General Bronze. If you're 
interested in keeping ahead of the window products parade — 
not being behind it—let us have your name and address now. 
We'll keep you posted on other new ALWINTITE products to 
be available in 1961 — the minute they are released. Write 
to Dept. AL 59. 


ALWINTITE DIVISION - GENERAL BRONZE CORP. - GARDEN CITY, N. Y. 
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FARM BUILDINGS ° 


PROMOTES ALUMINUM AT 4-H COUNTY FAIR—Reaching farm customers with a 
special exhibit promoting pole-type aluminum farm buildings enabled Jim Schuppener, 
outside salesman for Marling Lumber Co., Janesville, Wis. to develop new leads. The 
aluminum farm building exhibit was a feature of Marling Lumber Company's big 
exhibit, including farm equipment, at the Rock County 4-H Fair, an annual event. 


ALUMINUM IN BUILDING 





ber and building materials dealers and our com- 
pany via Aluminum Centers promises the tra- 
ditional ‘happiness and prosperity’ to bride and 
groom alike. 

“We of Reynolds Metals recognize and respect 
the established role of lumber and building ma- 
terials dealers in furnishing home builders with 
all the materials they need. 

“Through our pleasant association with Lu-Re- 
Co (Lumber Dealers Research Council) and 
similar groups, we know we can be of real serv- 
ice to dealers. We can help them realize very 
satisfactory profit positions on aluminum building 
products. The Aluminum Centers are a key part 
of this program.” 

Alcoa also has been an ardent advocate of 
lumber dealer distribution. The Alcoa people 
produced one of the first store displays of alumi- 
num products for retail dealers. 

Last year, Alcoa entered the siding field. The 
producer picked four prominent firms with whole- 
saler and dealer networks to distribute the Alcoa 
siding. These firms are Barrett Division, Allied 
Chemical Corp., New York; Bird & Son, Inc., East 
Walpole, Mass.; Flintkote Co., New York, and 
Philip Carey Manufacturing Co., Cincinnati. 

The Mastic Corp., South Bend, Ind., also is an 
exclusive Alcoa siding distributor, but this com- 
pany sells mainly to the applicator trade. 

T. J. Lannen, manager of residential building 
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products sales for Alcoa, told American Lumber- 
man & Building Products Merchandiser: 

“Our company felt that the siding field had 
such large potential that it needed the type of 
promotion and advertising, which a firm such as 
ours could give. We decided from the beginning 
to market through established channels of dis- 
tribution to reach both the remodeling and new 
home markets. 

“Much of our promotion for 1961 will con- 
centrate on aluminum siding, particularly for the 
home modernization market,” Lannen said. 

Fabricators’ role. In combination storm prod- 
ucts, one of the first fabricators to tap lumber 
dealer distribution was Weather-Proof Co., Litch- 
field, Ill. Today its Wepco line is‘ universally sold 
through prominent building materials wholesalers 
to dealers. 

A more recent success of dealer distribution is 
that of the Win-Chek Co., aluminum fabricator 
in Hackensack, N.J. 

President A. Jesse Ivanhoe reports that sales 
have risen more than 20 times since 1954 to the 
1960 rate of $10 million. 

Up to 1958, almost all of Win-Chek’s sales 
were made to home improvement applicators. In 
1959, after a careful market study, Win-Chek 
concluded that a huge potential market lay un- 
tapped with the lumber industry. 

As Ivanhoe views the market, home improve- 
ment specialists cater to homeowners who have 
neither time nor inclination to instali their own 
storm windows and doors. On the other hand, 
lumber and building materials dealers sell to the 

(continued on page 56) 





“Years ago when I was just learning the trade, I started with Bethlehem nails. And 
I've been driving ‘em ever since. Learned from the fellows I worked with that cheap 
nails are no bargain . . . when the heads fly off, and they won't drive straight and true.” 

Bethlehem nails are packaged in sturdy 50-Ib, ‘‘easy-to-vote’’ cartons. Complete 
range of sizes, styles, and finishes: bright, blued, cement-coated, and galvanized. 

You can get speedy delivery on dependable Bethlehem products: nails, staples, 
farm fence, barbed wire, steel fence posts, baling wire, merchant wire, bolts and nuts. 
Call our nearest sales office today ...or your regular distributor. 


Export Sales: Bethlehem Steel Export Corporaton 


> \ For strength BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


++, economy 
a ... versatility 


BETHLEHEM STEEL 
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“do-it-yourself” market and also to home build- 
ers. 

Win-Chek developed a complete new line of 
products, under its Tek-Bilt division, for lumber- 
yard sales. A pre-hung aluminum door was the 
first Tek-Bilt product. This door may be installed 
using only a screw driver in about 20 minutes. 

Two storm windows engineered for easy in- 
stallation soon followed in the Tek-Bilt line, along 
with jalousies and vari-colored aluminum shut- 
ters. The firm is now marketing aluminum siding. 

The Tek-Bilt division has a separate sales force. 
Credit policies are based on the dealer’s greater 
net worth as compared to the specialty contractor. 
Cooperative dealer advertising has also played a 
big part in Tek-Bilt’s success. 

Win-Chek has some 60 trucks operating in a 
400-mile radius of each branch plant, covering 
25 states. They operate on weekly scheduled de- 
liveries. Through direct-line teletype, dealers get 
orders filled within an average of three days. 

Of all the merchandising aids for lumberyards, 
Win-Chek feels that its store display unit has 
been the most effective. Occupying only six square 
feet of floor space, the unit demonstrates all Tek- 
Bilt aluminum products. 

Today, only a little more than a year after the 
Tek-Bilt program was launched, Win-Chek has 
some 700 lumber and building materials retailers 
selling its lines. 

According to sales manager Bernard Rosenberg, 
at least 10% of the Tek-Bilt dealers add $35,000 


ALUMINUM 
; SLIDING GLASS 
>» DOOR is a prof- 
it-maker sold 
' with house 
| packages by 
» Wright - Bach- 
man Lumber 
Co., Indianap- 
> olis, Ind., pic- 
| tured at left. 
Aluminum §sid- 


ing is also op- 


tional on 
dealer's 
ages. 


to their sales volume during the first year they 
sell the aluminum products. 

Tek-Bilt sales have grown to over a million and 
quarter dollars—ample testimony to the sales 
power to the retail building materials dealer mar- 
ket. 

The company expects its Tek-Bilt division to 
reach $5 million of sales by 1963. “That’s not 
bad for an investment of $100,000 to get the 
program off the ground,” said president Ivanhoe. 

Other aluminum companies are now courting 
the lumber and building materials dealers and 
wholesalers. Those firms most interested in. serv- 
ing the dealer are advertising in this issue. 

He * * 


On the following pages are scores of dealer sales 
examples and other information showing how all 
types of aluminum building products are moving 
into established distributors for light construction. 


Profit Idea: Dealer Installs Aluminum Storms on Wood Windows 


PEKIN, ILL. 

“WE’VE REALLY DONE a good 
job in selling aluminum windows and 
doors,” grins Jack Bolam, general 
manager, Reinhard Lumber Co. “It’s 
very profitable.” 

Reinhard has improved its profit 
ratio by making wood windows in its 
millwork shop and installing aluminum 
storms at the same time. 

“These windows sell for $19.95, on 
the average,” said Bolam. “We charge 
$2 extra for storm window installa- 
tion in the shop. Contractors like the 
deal. They make more money too.” 

Reinhard has an outside salesman 
who sells the job, arranges for financ- 
ing and contracting, supplies mater- 
ials and supervises the job. All money 
is channeled through the firm. 

“We have one policy here,” ex- 
plains Bolam. “No one but an officer 
of the company can sign any contract. 
That way we make sure the deal is 
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exactly right and no wild claims are 
made. We stand behind every job.” 

Reinhard has begun to handle alu- 
minum siding, too. Bolam expects 
this market to grow. He thinks most 
business will be in new housing. 

Bolam adds his voice to the chorus 
of complaints about untrained alumi- 
num siding crews. Applicators have 
left headaches behind them. 

“No lumber dealer wants to lose the 
confidence of homeowners,” asserts 
Bolam. “We won't install an aluminum 
siding job, or any other for that mat- 
ter, that isn’t done right. 

* 


COMPLETED WOOD WINDOW has alu- 
minum storm window installed in Rein- 
hard Lumber Co. millwork shop, Pekin, 
Ill. Entire job sells for $19.95 plus $2 
installation charge for storm. If dealer's 
crew has to go out to job site for installa- 
tion, a $5 charge is made. 


“We hire expert applicators by the 
week. That’s the way we solve the 
problem. Only trained men are per- 
mitted to work on aluminum siding 
jobs we handle.” 
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WINDOW SIZES GOT 


ie 
oe 








YOU FIGURING? 


DIFFERENT 
SIZES © 


NEW Dymaseal “LOK-O-MATIC” 


SERIES 500 


ALUMINUM AWNING WINDOWS 


CHECK THE 


Integral Fin T 
Locking Vents 


SE OUTSTANDING FEATURES: 


rim Nylon Bushings 
Balanced Operation 


Vinyl Weatherstripping Torque Shaft Transfer 


Recessed Scre 


A.W.M.A. Specification A-A2 Interchangeable Screens and 


en Drop-Down Top Vent for 
Cleaning 


Storm Windows 








Built for Northeastern climates 
by the Northeast’s only 





awning window 


® Fast delivery. 
GET ALL JHE FACTS: 
Siclale MRaclama lime ciaalaliae) 


information today 


ED, 


PERMASEAL MANUFACTURING CORP. 


FACTORY LANE, MIDDLESEX, NEW JERSEY 





PERMASEAL MANUFACTURING CORP. 
Dept. AL-1 
Factory Lane, Middlesex, N. J. 


Please send me complete information 
on Permaseal “Lok-O-Matic”’ 


Name 

















City 








Dealer 





December 5, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 27 on Handy Cover Card 





M-D Quality Boosts Sales . 

















, » M-D Variety Builds Volume! | 


Here’s an impressive view of Macklanburg-Duncan’s ever-expanding line of 
building products! Each one chock-full of customer-pleasing quality. Each one a 
profit-making sales opportunity for you! 


Check the great variety! Determine now whether you are taking 
full advantage of this popular, nationally advertised line of M-D quality 


building products! 








you know, the Macklanburg-Duncan Direct-to-Dealer 
policy provides you with greater discounts, with 
better service ...as well as with the highest quality 


variety of fast-selling, quality building products. As merchandise at reasonable prices. 


To M-D Dealers: This picture is a dramatic reminder 
that Macklanburg-Duncan Co. is your time-saving, 
“one-stop-and-shop” source of supply for the greatest 


MACKLANBURG-DUNCAN CO, 20x 1197+ oxtatoma city 1, oxta. 


MANUFACTURERS OF QUALITY BUILDING PRODUCTS 
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THE NEW PLAZA TOWERS _ in Little Rock, Arkansas, has 132 apartments, 
from one to three bedrooms. 
Architects: William W. Bond, Jr., and Louis Ost, Jr., 
4985 Summer Avenue, Memphis, Tennessee. 
Structural Engineer: S. S. Kenworthy, 
Sterick Building, Memphis, Tennessee. 
General Contractor: Harmon Construction 
Company, Oklahoma City, Oklahoma. 


We keep corners crack-free with 


KEYCORNER™ 


SAYS “TINY” KIRK OF KIRK PLASTERING AND TILE COMPANY, LITTLE. ROCK, ARKANSAS 


Architects and builders like ‘“Tiny” Kirk’s reasons for using Keycorner. 
And they like what doesn’t happen afterward. ““Test results 
showed that Keycorner lends more crack resistance,” said Tiny. 
“My experience has proved out those test results. We haven’t had 
a corner crack on us yet. That’s why we use Keycorner.” 


Keycorner comes in easy-to-handle four 
foot lengths and goes up in a hurry. 
“But what | like most about Keycorner, 
it doesn't cut up my hands,"’ says Carl 
Kennedy, one of Kirk's best workers. 








A living room in one of the apartments of Plaza Towers. The owner, W. C. Mason of 
Little Rock says, ‘‘l shudder to think of what the upkeep on our apartments would be 
if the walls and ceiling weren't plaster. We chose it for its beauty, superior fire resist- 
ance and economy as well. And we're happy we did."’ 


KEYCORN Eire is another fine product of 


KEYSTONE STEEL & WIRE COMPANY 


Peoria, !llinois 


Makers of KEYSTRIP «+ KEYCUORNER + WELDED WIRE 
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NEED A 
GOOD USED TRUCK? 


Now’s the time to make your selection of 
the exact used truck model you need. Mack 
branches and distributors get top-notch trade- 
ins—some in almost new condition—and all 
with lots of profitable hauling in them. When 
you come in, bring your mechanic along and 
really go over these high-value vehicles. You'll 
find, as others have, that for used trucks that 
give repair-free operation, lasting economy and 
far longer life, the place to look first is at your 
Mack branch or distributor. Mack Trucks, Inc., 
Plainfield, New Jersey. 


MACK 


headquarters for the finest in 
USED TRUCKS 
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ONE-PRODUCT 
CLEAR FINISH 
WITH NEW PROFIT 
OPPORTUNITIES 
FOR vou 


‘Rubs jtse/f t die 
WOOD FINISH 
Here’s an all-new profit builder 
for you... a self-priming, self- 
rubbing, non-pigmented clear 

wood finish that produces the | 
richest, most luxurious “hand- 
rubbed” effect ever seen! So easy 
to apply anyone can use it with 


excellent results every time. . 
no sags, no runs, no complaints! 














For old work or new — panelling, © 


cabinets, etc. Nationally adver- © 
tised: POPULAR MECHANICS, 


HANDYMAN. Free Sales Aids— 
color folders, panel displays, etc. 


For tull details, write... 


Pp S PIERCE & STEVENS CHEMICAL CORP. 
‘ & 710 OHIO ST., DEPT AL110 BUFFALO 3, N.Y. 


Available in Canada, LePage’s, Toronto 18, Ont. 





POPULAR SCIENCE, FAMILY =| 








PUENTE oP onagem LEE EEE LOGE 
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HALLGREN LUMBER buys prehung aluminum 
doors in lots of 50 at a time to get a good 
price, says vice-president Conrad Hallgren, 
above. Door retails for about $35. 


Dealer's Aluminum Products 


Sales Up 25% Over '59 


De Ka.p, ILL. 


“This is our big year for the sale of aluminum com- 
bination windows and doors,” Conrad Hallgren, vice- 
president and purchasing manager, Hallgren Lumber Co., 
says. “Just about every homeowner in our town (pop. 
22,000) seemed to want them.” 

His total gross sales of his Vacol line will range from 
$20,000 to $25,000 this year. The window and door sales 
have propelled the firm’s profit picture upward, despite a 
declining new home market. 

Ninety per cent of Hallgren’s business is with home- 
owners of DeKalb; 10% of it is farm trade. Two-thirds of 
his business is remodeling; one-third of it is new home con- 
struction. 

The family-owned concern was formed 25 years ago 
by Conrad’s father, Thure Hallgren, who is president. 
Another son, Kenneth, is vice-president and manager; a 
daughter, Mrs. Marjorie Crowder, is secretary-treasurer 
and accountant; E. V. Fawcett is sales manager. 

“Our customers buy aluminum combination windows 
and doors because of their convenience and easy main- 
tenance,” Kenneth Hallgren said. “We do not maintain 
an inventory of windows because of the many different 
sizes required by buyers. We order them as we sell them 
from our distributor, who is just a phone call away,” he 
explained. 

“We do, however, buy the doors in quantity to get a 
good price,” Kenneth added. 

Promotion. Hallgren promotes the combination alumi- 
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COMBINATION WINDOW MODEL is one of a 
multitude of aluminum products in showroom 
that customers like to inspect, says vice-presi- 
dent Kenneth Hallgren. Window is his firm's 
biggest aluminum seller this year. 


num windows and doors over a 15-minute radio newscast 
three times a week; in newspaper advertising scheduled 
twice a week and via direct mail. 

“We first began to stock and sell aluminum building 
products in the early 50s,” he said. Today, the yard sells 
scores of aluminum building products, including farm 
roofing; Do-It-Yourself aluminum; siding; nails; val- 
ley and flashing; house numbers, grilles, sliding door tracks 
and mailboxes. 

“We have only sold about two prime window jobs in the 
last five years. We feel our northern climate precludes the 
use of aluminum as a priine window,” Hallgren declared. 

“An aluminum building product no longer seems foreign 
among our full line of building products,” he said. “We 
mix them in and sell them right along with all our other 
building material supplies.” 

The high-pressure specialty salesmen and applicators 
who once racked up quick sales of aluminum siding and 
awnings have almost vanished from their scene, report 
the Hallgrens. Their customers prefer to deal with a well- 
established firm in their own home town, they find. And 
here’s proof of it: 

Total = sales of aluminum building products this 
year by Hallgren will amount to $35,000 to $40,000, a 
husky 15% to 20% increase over its total aluminum sales 
volume in 1959. 

Outlook for 1961. Hallgren will increase its aluminum 
promotion next year. He said: “Our big push in 1961 will 
be on aluminum siding.” 
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John Wood Portable Heaters 


Your sales soar with new John Wood Portable 
Heaters! Exclusive combustion chamber eliminates 
smoke, odor and visible flame. Sturdy construction 
withstands the toughest treatment. John Wood Port- 
able Heaters incorporate the exclusive clean shutoff 
valve. Construction Créws can work all winter in 
comfort...3 John Wood models will handle all 
temporary heating jobs! You’re sure to make big 
profits with these Portable Heaters... backed by 
John Wood’s 90 yearstin the field of combustion 
engineering! | 


MODEL PH 80 MODEL PH 120 
Delivers 80,000 BTU’s; 120,000 BTU’s per 
operatesfor20hourson hour. Handsome, 
one tank of fuel; pro- sturdy, well balanced 
vides the best features deluxe unit is ideal for 
of portable heating! all installations. 


MODEL PH 350 


Heavy construction unit 
for peak heating de- 
mand...delivers 350,000 
BTU’s per hour. Rolls 
easily on large wheels. 


Find out today how you can build year-'round sales with 
the new John Wood Portable Heater Dealer Plan! Write: 


JOHN WOOD COMPANY (ay 


Heater and Tank Division 
Conshohocken, Pennsylivania—Chicago, Iilinois 
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Diamond-Rib® 


Ir you ever expect 


questions about 
aluminum roofing 


or siding... 


save this® 
It’s filled with the facts 


you need—one of the 
most complete series of 
independent laboratory 
tests ever made on 


metal roofing. 
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FOREWORD 


RESEARCHED ¢ DEVELOPED ¢ AND TESTED 


TO SERVE THE CUSTOMERS’ NEED 


Most new Building Products introduced by Kaiser Aluminum 
start with a customer and his need for a better product than 
previously available. Thus two of the best known new con- 
struction materials introduced in the past decade—“Diamond- 
Rib” and “Twin-Rib” roofing and siding sheets—came into 
being. 

The end of World War II saw a widespread increase in 
the use of aluminum. Due to its light weight, men could 
handle larger sheets than those produced in other metals. 
In addition, the availability of extra-wide, extra- sheets 
would reduce the number of side and’end laps, instal- 
lation, and reduce the number of potential proeene points. 

During this period new economies resulted from construc- 
tion practices utilizing pole frame and clear span steel frame 
buildings. However, the wide purlin spacings used in these 
new techniques required sheets stronger than those previously 
available. 

The shortcoming: of existing roofing production eq 
ment were already apparent. Forming machinery for peo 
all metal roofing—galvanized steel as well as aluminum—con- 
sisted largely of bazrel or drum co into which sheets 
were hand fed between two sets of rolls. Accuracy was some- 
times questionable, and on-the-job problems of matching 
corrugations of one sheet with another were common. Also, 
there was the need for longer sheets—and few barrel corru- 
gators could handle sheets in excess of 12 ft. 


In plants where they had previously worked, Kaiser Alu- 


minum engineers had seen roll forming equipment which 


had already proved its efficiency and accuracy in the forming - 
equipment 


of smaller metal shapes. Such could be made 
larger and then would ‘offer possibilities for roofing manufac- 
ture beyond the capacities of the old barrel: 


corrugators. 
As might be expected, there were ne see ees art but - 
aoe iin develop- 


pees # originating an 
entirely new concept in metal roofing—one that would aie eo 
the maximum, most economical utilization of all ‘of alu- 


Kaiser Alum: num's metallurgists and 
meni engineers stayed with the 


minuin’s best qualities. 


and was introduced 


ment of new and a testing aye in the struc- 
tures and materials field, was engaged. The findings of that 
laboratory were reported in full detail and are summarized 
in this publication. 

The final yond was perhaps the most important of all, 
and involved both Kaiser Aiaistanias building products 
dealers and their customers. Two —— remained to be 
answered: “Wil! the product sell?” , “Can customers 
install it easily and properly by eile the instructions?” 
The product went into the field again, and affirmative answers 
were given to both questions. 

Of course, sgn si rps ogee and quality control 
testing would be continued wae 8 i 
Diamond-Rib, but the basic ero “ready for 

the country in Pee 195% 1938. 


o. testing been and so 
actory that during production Kaiser 
‘Atuminnen officials approved the offering of a 30-year war- 

ranty against corrosion failure of Diamond-Rib sheets used 
for farm and residential applications. 


ONE NEW PRODUCT LEADS TO ANOTHER 


Even before Diamond-Rib was _— its public ain 
Kaiser's development engineers metallurgists were 
at work on another major roofing development—Kaiser Alu- 


minum 
‘Twin-Rib was developed to meet the need for an attractive 


Si tly, the 


er ee en ee ee eee 


By 1950 a protetype product (almost identical to today’ <4 8 F 


Diamond-Rib) had gone into field ts ehecked the construc- 
tion jobs. Year after year, technicians the 

ance and service of those experimental sheets, and in 1957, 
with performance proven, the decision was made to go ahead 
with actual production plans. 

Specifications were laid down for giant. roll forming 
equipment —at that time the widest in the industry —and the 
machinery was ordered. 

Test runs of the new sheet product were made and a 
variety of embossing patterns were considered. Diamond 
embossing was selected as offering the most satisfactory glare 
control while still imparting distinctive appearance and re- 
taining full heat reflecting qualities. 

The distinctive embossing pattern—never before used for 
any high volume roofing material—joined with the unique 
ribbed configuration to give the product its trade-marked 
name, “Diamond-Rib.” 

However, although the product had been on field test for 
almost eight years, two more steps remained before it could 
be put on the market. Testing, according to Kaiser Aluminum 
standards, was not complete. 

The first consisted of a series of tests by an independent 
testing laboratory. To perform such “outside testing” the 
authoritative Washington Testing Laboratoriés, Inc., of 
Spokane, Washington, already widely known for develop- 
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produ respects. 
Together, a en et 

which started with a customer and ea 

a for beter produ han tose previa 

availa 


THIS REPORT SUMMAR THE VARIOUS TESTS BY DIA- 
nN AND ee THOR- 


TATIVE 
DO THE PARTICULAR JOB. 


yr BON 


Grant T. Facer, Director 

Agricultural Research Service 

Kaiser Aluminum & Chemical Sales, Inc. 

300 Lakeside Drive « Oakland 12, California 
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DIAMOND-RIB 
TEST SECTION 


TYPE OF SHEET: 


SPECIFICATIONS 


Deep flat-top type corrugations. 





ALUMINUM 
ALLOY: 


High strength common alloy conforms to 
specifications set forth in FHA bulletins 
and minimum property standards. 





TYPICAL YIELD 
STRENGTH: 


33,000 pounds per square inch. 





DIMENSIONS: 


Pitch — 2.67” 

Thickness — .0215” 

Depth — %." 

Width — 50%,” (approx.) 

Lengths — 6’, 7’, 8’, 10’, 11’, 12’, 14’, 16’ 
(Longer lengths on special 
inquiry.) 


Coverage — 48” net. 





FASTENER: 


Aiuminum alloy screw thread nail — 
Diamond embossed head. 
Lengths —1%”, 2”, and 2%”. 
Black neoprene washer 
attached. 





FINISH: 


Diamond embossed. 





NAILING 
PROCEDURE: 


See special ‘‘Application Instruction 
Sheet” packed with product. 











END USE: Farm, residential, and light commercial. 





m - KAISER - 
— DIAMOND | RI 
PF ACONCENTRATED 


WALKING LOAD RECOMMENDATIONS 


DIAMOND-RIB: The recommended purlin span is 24”, 


CONCENTRATED LOAD - 
WALKING: coiamonn-rie) 


When you put up your roof or want to get around on 
it afterwards, you will want to know whether or not 
the sheet will support you. The testing laboratory calls 
this “concentrated load.” 


vA 


Even at 42” spans nailed in place, a man 
can safely walk on Diamond-Rib. The 
shorter spans normally recommended are 
less springy, of course. Because it is more 
difficult to make purlin to rafter connec- 
tions for roof framing spans of this mag- 
nitude, such spans should be considered 
only for steel frame buildings. 


A 4” hard rubber pad is used 
to duplicate the load of 
a 190 pound man’s foot. 


however, wider spans up to 42” have been made. Side- 
lap fasteners should be used on all spans over 30”. 


KAIS a 
Te aumnuas TEST DATA 





UNIFORM LOADS: 


(DIAMOND-RIB) 


When snow falls or wind blows, the roof is loaded by 
weight distributed over the entire area of roof. Wind 
pressure can act upward as well as downward on dif- 
ferent areas of the roof. 

Uniform load tests are used by the laboratory to de- 
termine ability of the roofing to withstand these loads. 


RECOMMENDED PURLIN SPACING 


>T UNIFORM T j JIAMOND-RIB 4 : . 
DIRECT 1 RM LOAD TABLE [ OND-RIE a — 


NE "eel 





In this extreme test, Diamond-Rib on 60” spans was 
subjected to a total of 2160 pounds or 54 pounds per 
square foot before failure. 

















REVERSE UNIFORM LOADS: 


(DIAMOND-RIB) 


This test was conducted in an effort to duplicate the 
uplift forces of the wind as it attempts to blow any 
roof covering off the structure which supports it. The 
test also gave a measure of the holding power of the 
newly designed large headed aluminum screw thread 
nail with neoprene washer attached. 





2 18 4 » a & 
PURLIN SPAN (INCHES) REQUIRED NAIL SPACING, DIAMOND. RIB 
(Reference Wind Velocity Curves & Maps) 


<A \ : é 7. v p? EXAMPLE: (Note dotted line.) If winds to 115 m.p.h. 
“ty $ : could occur and 30” purlin spacing is being consid- 
eZ 
\ 


% ered—nails should be spaced 5144” apart. Do not con- 


sider purlin spacing over 36” in high wind areas. 


* 


A 6’ x 8 mock-up of an open shed was constructed. Diamond-Rib was attached to 2” x 4” purlins on 3’ centers. Fasteners 
were 2” screw thread aluminum nails with attached neoprene washers. Steady winds of 100 m.p.h., and gust velocities 
from 80 to 120 m.p.h. were directed against the underside of the roof. There was no distortion of the Diamond-Rib sheets 
as a result of these tests, nor any movement of the nails noticed either during or after the tests. Nails were driven through 
every other crown along purlin center line. 


TEST DATA Karst Yi, 





HAIL IMPACT TEST: 


(DIAMOND-RIB) 


A specific gravity of .915 is the maximum for any 
form of ice. It would occur rarely, if ever, in natural 
hail stones, due to the manner in which they are 
formed. At lower specific gravities the weight of a 
given size stone decreases and hence the velocity 
at which it can fall decreases due to air resistance. 
Therefore, less energy is available to damage the 
roofing. 

In addition, stones of lower specific gravity 
crumble more easily and in doing so, use up a por- 
tion of their energy and cause very little, if any, 
damage to property they hit. 

For design purposes, therefore, it is recom- 
mended that a diameter of 34”, together with its 
corresponding density and velocity, should be used 
as a measure of performance for roofing materials 
of this type. The visual effects of hail stone impact 
of this magnitude do not impair the appearance 
or serviceability of the roofing installation. 


Diamond-Rib sheet exhibited no apparent damage 
after being struck by 34” diameter ice balls traveling 
at 63 feet per second. In these tests, electronically 
calibrated equipment activated and photographically 
recorded the stones in flight and measured their ter- 
minal velocity. 


SUMMARY ooiamonp-risy 


Based upon our own and independent laboratory tests, DIAMOND-RIB roofing and siding is superior to standard 
.019” corrugated or V-crimp sheet and .0175” Twin-Rib sheet for these reasons—or for these uses: 


. It has greater strength in bending for equal spans 
when carrying snow or wind loads. 


. It is stiffer and will deflect less for equal spans 
when carrying uniform loads such as snow or 
wind. 


. It has greater resistance to denting. 


4. A man can walk on it (over or between purlins) 
when nailed in-place on spans up to 24”. 
(Diamond-Rib has been applied and walked on 
at spans up to 42”, but that is not generally rec- 
ommended as the sheet is somewhat “springy” 
at such a span.) 


5. It is the best sheet in our line for new construction. 


ral 
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TWIN-RIB 
TEST SECTION 


SPECIFICATIONS — CONCENTRATED LOAD 


TYPE OF SHEET: Medium flat-top type corrugations, spaced in pairs (WA L Kl N G) TWIN-RIB (16” SPANS): 


8” on centers. 





: : One measure of a roofing sheet’s suitability to perform 
ALUMINUM High strength common alloy conforms to specifi- 2 Seen ee £38 ‘ 
ALLOY: cations set forth in FHA bulletins and minimum in service is its ability to stand abuse and carry walking 
Paey eae. loads as required during and after application. For 
instance, Twin-Rib will carry all walking loads over 
53.080 pounds per square inch. solid sheathing. In addition, when Twin-Rib is used 
as a re-roofing material, many times it is applied over 
CUAENSIONS: ae Eg seestieg ribs spaced 8” on centers. uneven surfaces and it is necessary that it bridge these 
ickness — . . 
jae = Ke gaps and still sustain the loads of a workman. 
Widths — 49%” and 25%” Tests conducted on sheets continuous over three 
Lengths — 6’, 7’, 8’, 9’, 10’,11’, 12’, 14’, and 16’ ts 16” t nail d s 1 ° di t d th 
(Longer lengths on special inquiry.) supports on center nailed in piace indicate e 
sheet will support the average walking load. 





TYPICAL YIELD 
STRENGTH: 








Coverage — 48” and 24” 





FASTENER: Aluminum alloy screw thread nail — 
Diamond embossed head. 
Lengths —14”, 1%”, 2”, and 2%”. 
Black neoprene washer attached. 





This wide roll former makes both Diamond-Rib 
and Twin-Rib to close tolerances and a high degree 
of uniformity. 


FINISH: Diamond embossed. 





NAILING See special “Application Instruction Sheet”’ 
PROCEDURE: packed with product. 











WALKING LOAD RECOMMENDATIONS 
TwIN-RIB will carry normal walking loads on spans 
up to 16” on centers. 








Unimpaired condition of Twin-Rib on a 16” span after 
removal of 250 lb. load applied through a 4” x 4” pad. 


x 


Kaiser oe 
TEST DATA ALUMINUM 


e 





STRUCTURAL STRENGTH CHARACTERISTICS 
OF TWIN-RIB 
SUBJECTED TO UNIFORM LOADING: 


Test sheets of Twin-Rib were prepared continuous 
over several supports to simulate a section of an 
actual roof structure. Each roof structure was com- 
posed of two fuil width sheets, laid one on the other, 
with an air tight plastic bag sandwiched between. This 
assembly was then nailed to 2 x 4 purlins with stand- 
ard screw thread nails, which in turn were nailed to 
2 x 4 rafters. Thus assembled, applying air to the bag 
would cause a downward pressure load to the bottom 
sheet and an uplift load to the top sheet. The down- 
ward pressure load is referred to as “direct wniform 
load” while the upward load is termed “reverse uni- 


form load” or “wind uplift.” The bag was made over- 
size to insure uniform loading of all ribs and flat areas 
of the sheet. At nailing points the bag was heat-sealed 
top and bottom to prevent leakage. 


These tests with this equipment substantiated the 
uniform loading recommendations shown in the Uni- 
form Load Table below. 


Twin-Rib properly applied to purlins spaced 24” 
on centers will support typical uniform loads as indi- 
cated for United States wind velocities and snow load 
conditions. 


TWIN-RIB 


Load 
(pounds per square foot) 


DIRECT UNIFORM LOAD TABLE 


Span Inches 








171 
96 
61 
42 
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REVERSE UNIFORM LOAD: 


(TWIN-RIB) 


Like the Diamond-Rib Reverse Uniform Load Test 
(pg. 6), this test determined resistance to wind load. 
A 6’ x 8’ mock-up of an open shed type roof was con- 
structed, with Twin-Rib nailed to 2” x 4” purlins on 
2’ centers. Steady winds of 100 m.p.h. and gusts from 
80 to 100 m.p.h. were directed against the under side 


SUMMARY OF TWIN-RIB SECTION 


of the roof. There was no damage to the sheet or nail 
holes, nor any sign of dimpling around any nail heads 
after this test. Nails were driven 8” on center along 
purlin center line except at eave and ridge where both 
ribs were nailed. 


OT a a 
oy. me 
¥, 
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Based upon our own and independent laboratory tests, Twin-R1B roofing and siding is superior to any existing 
standard aluminum roofing in corrugated or V-crimp configuration, .019” thickness or under, for these reasons 


or uses: 


1. Twin-RIB is stronger. 


2. It can carry a 14% greater uniform load than 
019” corrugated or V-crimp on equivalent spans 
or purlin spacings. 

. Applied to a 16” purlin spacing and nailed in 
place, it can be walked upon by the average work- 
man, while .019” corrugated or V-crimp on a 
12” span can scarcely support the same walking 
load. 


. Twin-Ris has superior nailing characteristics and 
resistance to “dimpling” than .019” corrugated 
or V-crimp. 


KAISER 
ALUMINUM 
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5. Due to forming of the beads near the flats, and 
sharp radii at all ribs, it has greater rigidity and 
dimensional stability than any of the .019” cor- 
rugated or V-crimp roofings. This makes for easy 
and speedy application. 


. TwIn-RIB is equal to and not exceeded by any 
of the heavier .019” standard roofings in resist- 
ance to hail and denting. This is accomplished 
principally by the higher minimum controlled 
yield strength of the product. 





WEATHER CYCLE TESTS: 


(DIAMOND-RIB AND TWIN-RIB) 


re if 


Twin-Rib with sidelap when subjected to simulated 
extreme weather conditions withstood water spray of 
9” per hour, uplift load pressures of 40 PSF (approx. 
120 m.p.h. wind) and temperature change of 130° F- 
Twin-Rib and Diamond-Rib were both tested under 
these conditions with no leaks at nail holes or sidelaps 


when properly applied. 


WIND VELOCITY PRESSURE GRAPH 


VERTICAL PRESSURE, LB/FT’ OF VERTICAL PROJECTION 


As with all product development and testing, some of 
the methods used to test the performance of Diamond- 
Rib were improved and made more demanding on the 
product while Twin-Rib was under development. Such 
a test is set forth below. 

A number of unique testing procedures were devel- 
oped by the laboratory to reproduce as accurately as 
possible true environmental conditions. One of these 
is a plastic bag air pressure system for outward loading 
as found in wind conditions, forcing the sheet to carry 
its own load without the restraining influence of the 
commonly accepted loading systems. This was incor- 
porated into a cycling system where thermal changes, 
rain, and wind conditions were combined in exagger- 
ated and accelerated form. 


THE PURPOSE OF THIS TEST WAS: 


1. to check leakage at sidelaps under load, 
2. to check leakage at nail holes under load, 


3. to check run-off capacity of the sheet. 





Wind Velocity Pressures in 





the United States. This curve 


gives wind velocity in m.p.h. 








in terms of pounds per square 
foot of pressure on a vertical 





projection surface 30’ above 


ground with a gust velocity 





Pe 


factor of 1.5 included. This 








graph can be used to relate 


wind velocities and pressures 























to the uniform load tables in 








60 80 100 
WIND SPEED (MPH) 


Ref. Farm Structures by Barre & Sammet — Wind Velocity Pressures in the United States (Height above ground 30’ gust velocity factor at 1.5 is included.) 


120 


the Diamond-Rib and Twin- 
Rib Test Sections. 


140 160 


KAISER 
Auman TEST DATA 
« 











en 








Diamond-Rib and Twin-Rib roofing and siding are building. products of Kaiser Aluminum Research 
and Development. They are available nationally wherever quality building products are sold 
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KAISER ALUMINUM & CHEMICAL SALES, INC 
BUILDING PRODUCTS DEPARTMENT 

KAISER CENTER / 300 LAKESIDE DRIVE 

OAKLAND, CALIFORNIA 
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THROUGH BURROUGHS ACCOUNTING MACHINES— 
STREAMLINED ACCOUNTING AND BUY-IT-NOW 
STATEMENTS THAT STIMULATE SALES 


The scene: L. Grossman & Sons, Inc., Quincy, Mass.—70 years ago, a one-man 
operation; today, one of the largest (25 branches) building supply dealers in the 
nation. The jebs: all the accounting, including cycle billing and payroll, for 
this five-state firm. The equipment: 20 Burroughs Accounting Machines. 
The results, in the words of Treasurer Bernard Grossman: “Through these 
highly automatic machines, we’ve arrived at an up-to-date, accurate accounting 
system that keeps us fully informed at all times. The Burroughs Sensimatics 
rapidly show where every cent comes from, where it is, and where it goes. 
Furthermore, these machines also enable us to stimulate sales through Buy- 
It-Now statements, since they handle the necessary extra figuring automatically 
Bernard Grossman,Treas. in the course of normal billing procedures.” Burroughs and Sensimatic—TM’s 


Grossman’s is one of many firms 


helped to new accounting efficiency eS Burroughs 


by Burroughs automation equipment. Burroughs 


For details, action—and results— Pp Corporat ion 


call our nearby branch now. Or write 
Burroughs Corporation, Detroit 32, 
Michigan. “NEW DIMENSIONS / in electronics and data processing systems” 
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ALUMINUM IN BUILDING 





RESIDENTIAL USE OF ALUMINUM 
IM MILLIONS OF POUNDS 


Aluminum Gains— 
But Big Potential 
Is Yet to Come 


GRAPH BY REYNOLDS METALS CO 


The average amount of aluminum used in 
homes last year was 150 pounds per house. 
a This compares to a potential‘of some 2,500 
pounds if all aluminum products now available 
were used in a home. 


1958 1959 1960 1965 


Below are total pounds of aluminum sold for 
building uses as estimates for 1959—with pro- 
jections for 1963. 


Estimated: Potential: 

1959 1963 
‘ALUMINUM RAILINGS are among the sIlions s 
specialty items which retail building ma- (eampms of pounds aadually) 
terials dealers now sell to both handy- 


man and builder markets. 
—Courtesy, Versa Products Co. 


ROOF SHINGLES, such as the Reynolds 





Combination Doors, Windows 180 200 
Prime Residential Windows 135 140 
Residential Siding 115 200 


brand being applied in picture below, 
interlock on all four sides. They are 
available in several colors, are wood- 
grain embossed and have factory-ap- 
plied baked enamel. 


Farm Roofing 75 90 


Awnings & Canopies (includes 
carports and patio covers) 
Screen Frames 

Screening 

Sliding Glass Doors 

Builders’ Hardware, Plumbing 
Rain Carrying Equipment 
Foil Insulation 

Nails 


40 
25 
25 
25 
24 
15 

9 

5 





55 
30 
28 
30 
N.A. 
25 
12 

5 


(Soffit systems and garage doors using aluminum are expected to grow substan- 
tially within the next few years. Figures on current usage of aluminum for 
these lines are not available.) 


(Statistics above are based on estimates by major aluminum producers.) 


(Use of aluminum as skins on prebuilt roof and wall sandwich panels are not 
included in above figures. 








RESIDENTIAL SIDING is 
viewed by manufacturers 
as the product with 
greatest growth poten- 
tial for lumber and build- 
ing materials distribution. 
Above, corner piece is 
slipped into place. 
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PRIME ALUMINUM WINDOWS SALES have been set back ALUMINUM SOFFITS are said to eliminate peeling 
by poor quality units. You can expect increase in quality and warping of vulnerable exterior roof over- 
prime windows to recapture lost ground in residential field. 


hangs. New soffit systems using aluminum are 
expected to reach the market next year. 


DIAMOND-RIB aluminum roofing used on barn sold by re- COMBINATION WINDOWS ore popular dealer alu 
tailer Glenn Weatherbee, above. The package sale amounted minum line. Above display is at White Rock Elevator 
to $5,000 as told on page 46. Co., retail yard in Kings, Ill. See page 96 for story. 
December 5, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 
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FRAMEWORK OF PITTSBURGH HOUSE uses post-and-beam STRIKING EXTERIOR of the first house erected by conventional 
construction. Twenty aluminum-sheathed curtain-wall panels builder using the Alply aluminum-sheathed foam plastic pan- 
and 60 roof panels closed in the structure in about two days. els. Costs were said to equal conventional construction. 


Aluminum-Sheathed Plastic Core Panels 


WALL 
ERECTION 





iio or . eee 4 mn "tire - pies ee 


ALPLY PANELS were easy to handle. Inside stops LIQUID BUTANE COMPOUND was applied to 
were pre-set to 4x4 posts and the outside stops interior stops, as shown above, before panels 
were applied after positioning of the aluminum- were glazed to place in house designed by 
sheathed, plastic-core panels. Architectural Engineer Paul E. Freeman. 


December 5, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





ROOF PANELS are lowered into place at edge of roof. Note the section 
removed with portable electric saw to prevent through-conductance of 
metal ceiling. Without this precaution, interior heat would be channeled 
out of house and condensation would occur during cold weather. 


—Photos, Courtesy Aluminum Co. of America 


PANELS ARE NAILED into place with 40d nails, 
prior to application of built-up roofing materials. 
Alcoa research manayer feels that aluminum has 
good potential as skins for residential panels. 


for Post-and-Beam House Construction 


Curtain-wall principle commonly used in commercial 
building is applied to custom-built home. 


OST OF THE ALUMINUM 

products which are being sold 
today by building materials dealers 
and wholesalers, as shown in the 
field reports in this issue, are classi- 
fied as “commodities.” They are 
products which can be sold from 
warehouse stocks, such as roofing 
sheets, siding and combination win- 
dows and doors. 

But the aluminum producers also 
eye the building panel field. They 
have developed panel systems using 
aluminum skins. 

So far, these aluminum-sheathed 
panels have been used mainly in 
commercial and industrial structures. 
But this means that the panels have 
only limited markets. Now that the 
technical problems of single-piece pre- 
built panels are being solved, the next 
step by the aluminum companies will 
be to market the panels as commod- 
ities through established materials 
dealers. 

There are innumerable problems to 
solve before aluminum-sheathed pan- 


els can be marketed as commodities 
to the light construction field. But the 
trend to component fabrication by 
dealers and wholesalers does open up 
possibilities. 

Curtain-wall. The Alply panel sys- 
tem illustrated on this page is the re- 
sult of Alcoa research. It is based on 
the “curtain-wall” principle which has 
been used extensively in large com- 
mercial and monumental buildings. 

The house pictured on these pages 
was erected by Thomas Douglas, a 
Pittsburgh custom builder. The Alply 
panels were used as a filler, between 
4’x4’ posts to form wall sections. 
They were also used as decking for a 
flat, built-up roof. 

Keith K. Reid, manager of Alply 
panel sales, says that a wall panel 
now recommended for home con- 
struction is available for less than $1 
a square foot, if purchased in quanti- 
ties that would supply 10 dwellings. 

Reid said that the popularity of 
aluminum-sheathed curtain-wall pan- 
els in commercial and monumental 
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construction has reduced the price on 
panels for those applications about 
33% since 1957. 

If and when the Alply panels can 
be marketed in volume, similar price 
reductions can be made for residen- 
tial panels, he predicted. 

Sandwich. The Alply panel is a 
sandwich type unit. There’s an out- 
side layer of aluminum sheet with a 
baked enamel finish available in a 
variety of colors. This is backed by 
2” of foamed polystyrene insulation 
an aluminum foil moisture barrier and 
an interior unfinished material (tem- 
pered hardboard). 

The roof panels, with an overall 
thickness of 3”, consist of a textured 
aluminum sheet with baked enamel 
finish; about 3” of polystyrene and 
one-quarter inch plywood as the base 
for a built-up roof. Prices on roof 
material for 10 houses run about 
$1.10 a square foot, and for 40 houses 
less than $1 a square foot. 

Wall panels for the Pittsburgh 
home were positioned by using wood 
stops and sealed with a butane-type 
caulking tape. Roof panels were 
nailed down with 40d nails. 

For another type of aluminum- 
sheathed panel on the market, turn 
the page. 
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Counter Top full 1%2'’ thick; available with or 
without backsplash. 


Insert Style “B” with stainless “T” sink frame 
shown. Also Style “A,” portable block with stain- 
less counter insert; Style “C" insert machined 
with Y2‘' flange for drop-in positioning. 


Chopping Block full 134’’ thick. Pastry-cutting, 
Bread, Ham and Lunch & Serve Boards 
also available. 


Write today for free 

copy of this color-tone 

illustrated bulletin list- - 
ing specifications and he 
sizes for the full line of ‘ 
Sensenich Woodenware. 
Stocks of all products 
are on hand ready for a j 
prompt delivery. j 


d 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 
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New Aluminum-Sheathed Panel 
For Farm Buildings and Homes 


HE REYNOCORE sandwich 

structural panel pictured above is 

claimed to be stronger than any other 
aluminum load-bearing panel. 

It has two flat sheets of aluminum 
bonded to a core of either corrugated 
or delta-formed sheet. 

The new structural panels, on which 
patents are pending, have application 
for farm structures and homes, ac- 
cording to Reynolds. First use of the 
panels will be in the roof of Coliseum 
21, to be built for the Century 21 
Exposition in Seattle. 

In walls and roof decks the outer 
sheet of the panel serves as an ex- 
terior facing. The inside sheet pro- 
vides a finished interior surface. The 
core gives the panel structural strength. 

The interior surface, when perfora- 
ted, will function as an acoustical 


panel, it is said. Air pockets in the 
corrugated core provide insulation. 
The panel eliminates painting or fin- 
ishing. 

Panels are available in either delta- 
core or corrugated core (as cross-sec- 
tions show in picture above) and in 
a variety of finishes and colors. 

They are manufactured in a variety 
of sizes as well as standard 4x8 in 
Y%”", 1”, 2” and 3” thicknesses. Lengths 
up to 15’ can be made on special or- 
der. 

Reynolds Metals Co., Dept. A.L., 
Richmond, Va. 


Circle No. 261 on Handy Cover Card 


* * x x 


For more new aluminum products now 
available, see New Products section, page 
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Sold only thru financially responsible 
legitimate distributors 











All Products on Display—NAHB Show 
Booths 1108-09-10 


Chicago— January 29 to February 2, 1961 
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Baked Enamel 
_ Combination 


Keep doors are welded 
unitized construction. 


Flynn doors are not the 
ordinary anodized colors 
or finish—but are genuine 
baked enamel finish. 


There are six decorator colors — 
one of which will fit the 
color scheme of any home. 


Flynn doors will not warp, sag, 
rust, pit or become unsightly — 
you can forget maintenance. 





Also available in plain aluminum 





26051 Michigan Ave., Inkster, Michigan 
(Detroit Suburb) 


Phone Detroit—LOgan 5-9200 


601 S. Harding St., Indianapolis, indiana 
Phone—MElrose 8-6592 











ALUMINUM IN BUILDING 





What Dealer Critics Say About 
Aluminum Building Products 


In selecting any line of products to sell, it is important 
to know the objections—real or fancied—to the products. 

During A. L.’s field studies about aluminum products, 
a minority of dealers criticized these products, as reported 
below. 

Producers of quality aluminum products are aware of 
these criticisms and can show dealers how to overcome 
them. 

In most cases, the objections came fron those dealers 
who have yet to handle aluminum products. 

The most effective answer to the doubts and fears by 
dealers are the scores of dealer success stories on aluminum 


building product sales, throughout this issue. 
—THE EDITORS. 





“IT don’t like aluminum building products with exception 
of flashing and roofing. Aluminum windows and doors 
damage too easily and are never weathertight. Aluminum 
siding damages easily in transit, stock or in application. 
Let’s stick with wood.”——Colorado dealer. 

* * 


“We are in a rural section and find a resistance toward 
aluminum products. Our section is a little slow in accept- 
ing these new products."—James F. Wells, president, 
Georgetown (Del.) Lumber Co. 

*x K * 

“Do not sell much aluminum siding due to price ad- 
vantage of siding applicators. We have no applicating 
crews.”—Illinois dealer. 

2 * * 

“We cannot sell our contractors because some of them 
can buy aluminum products direct.”—-Wisconsin dealer. 
a oe * 

“We find that the public we deal with thinks too much 
is promised for aluminum siding by the manufacturers 
and those selling them. 

“Very large promises are made by salesmen and no 
end is missed in their trying to make a sale. 

“We received complaints on the ease of denting and 
marring this siding. 

“Also you can buy aluminum siding at almost any price 
in this vicinity.”——Ohio dealer. ‘ 
* * * 

“I have never promoted aluminum siding because I feel 
one of these days I would wake up with a lot of troubles.” 
—Oklahoma dealer. 


* * ca 
“Aluminum siding? We plan to merchandise wood sid- 
ing.’—Lumber & Builders Supply Co., Selana Beach, 
Calif. 
* oe 


“Maybe we have our heads in the sand, but we won't 
sell an item that competes with wood products.”——Mr. 
Patterson, general manager, J. D. Loiseaux Lumiser Co., 
Plainfield, N. J. 


“Tried to sell aluminum siding, but no market here.” 
—DMinnesota dealer. 


* co * 


a * 2K 
“Principal complaints we have had with aluminum roof- 
ing is that the people want to treat it just as they do 


galvanized. It must have more suppoit. 
“Items such as fertilizer and birds flying over this ma- 
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terial will rot holes in it. It’s not suitable in many re- 
spects to house chickens. 

“Aluminum siding looks good. But if a dent appears 
there is no way to get it out. 

“Too bad the suede shoe boys got hold of it. They have 
prevented it spreading among reputable concerns in many 
places.”—N. J. Bray Co., Valdosta, Ga. 

* * ue 


“Don’t handle it and don’t want to.”—Mike Evans, 
Midwest Lumber Co., Minneapolis, Minn. 
ok * oF 


“Don’t sell aluminum siding due to distribution policies 
of most manufacturers in this area. They sell direct to 
contractors at our purchase price.” —Indiana dealer. 

% + co 


“We are in the lumber business and do not promote 
aluminum products. You know the lumber business is 
spending millions to promote the use of lumber.”—River- 
head Building Supply Co., Riverhead, N. Y. 

* * % 


“We are lumbermen!”—A. R. Bailey, Bailey Lumber, 
Walker, Minn. 
* * * 


“Have sold one job of aluminum siding. It seems that 
specialty applicators are selling a few jobs in our area. 
They quote an applied price and we do no contracting.” 
—DMissouri dealer. 

* * co 

“Being in general contracting, we do sell what people 
want. They usually want what is advertised most—or at 
least that’s been our experience. Since September of this 
year we have sold and installed around 125 squares of 
aluminum siding, including Alcoa with backer; Alside 
with and without backer, and some Crown siding. 

“But I personally feel that the advertising by manu- 
facturers is a bit exaggerated so far as finish of materials 
and its lasting qualities. 

“I would also like to see a little heavier material be- 
cause in many cases there is a problem of buckling.” 
—Glenn I. Garman, Garman’s Home Center, Chambers- 
burg, Penna. 











“Our area is plagued with severe hail storms, so alumi- 
num siding is not a big item. Frankly, we don’t feel that it 
is durable under hail storm conditions and as a result 
have not pushed sales, although we do sell aluminum 
combination windows and doors.”—Rich Birge, Jr., Field- 
Birge Co., North Platte, Neb. 

an * 


“Our area is in a heavy hail section.”—Colorado dealer. 


* 
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| PROFIT FROM SALE OR RENTAL 
OF BOSTITCH TOOLS 


? PROFIT FROM THE CONTINUING 
SALE OF STAPLES 


3 PROFIT FROM THE ADDITIONAL 

SALES OF BUILDING MATERIALS 
CUSTOMERS INSTALL SO EASILY 
WITH BOSTITCH TOOLS 


GET THE BIG THREE FROM BOSTITCH, 


YOUR INVISIBLE SALES 


Bostitch, your Invisible Salesman, backs you up with national 
advertising, displays, attractively packaged products and the 
highest quality stapling tools. He helps you sell profitably 
the material that goes along with sale or rental of a Bostitch 
stapling tool. 

Ask your Bostitch salesman about the stapler rental plan 
and free sales aids. See him soon. 


Profits are better 


emma OSTITCH 


Attractively 
Packaged Products 752 Briggs Drive, East Greenwich, Rhode Islami 








National 
Advertising Highest Quality 
Stapling Tools 
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New Home Market 

Teamwork between lumber dealer's subsidiary, 
Michigan Aluminum Center, and Reynolds Metals 
Co. has developed component packages for De- 
troit-area builders. Above is new home using ma- 
terials supplied under the teamwork plan. L. to 
r., Ralph Pereira, Michigan Aluminum Center; 
Ted Peters, builder; and Bryson Sutton, Reynolds 
Metals. House such as one above uses an average 
$1,800 aluminum product package. 


Home Improvement Market 
Ads featuring aluminum products were developed by Reynolds Metals agency 
on trial basis. They were so successful that Erb-Restrick Lumber will continue 
the program on its own budget next spring. One guttering ad was responsi- 
ble for selling 15 jobs one Saturday at average of $20 per job. Three com- 
plete room additions and 23 leads resulted from Add-a-Room ad. 











ALUMINUM IN BUILDING 





Aluminum Program Helps 
Dealer Sell to Both 
Builders and Consumers 


¢ Erb-Restrick Lumber Co. shows builders how to become more competi- 
tive. Dealer combines Lu-Re-Co components with complete building ma- 
terials package, including aluminum products. 


* Dealer’s Aluminum Center enables builders to see all residential aluminum 
products installed. Staff trained in sales, installation and technical know- 
how are gaining acceptance for aluminum in the Detroit area. 


* Special aluminum ads and House Doctor services bring surprising results 
at retail level, including sales of aluminum re-siding and home improve- 


ment packages. 


DETROIT 


ITH ALUMINUM AND COM- 

PONENTS combined in a build- 
er sales package, Erb-Restrick Lumber 
Co. has broken a Detroit builder bar- 
bier and created new builder and 
homeowner business for itself through- 
out the area. 

Encouraged by Reynolds Metals 
Co., key men from both the retail 
building materials firm and the alu- 
minum producer flew to Richmond, 
Wis., early this year to examine Sam 
Slaughter’s Lu-Re-Co program. 

This visit led to the establishment 
of a component program, basically 
the Lu-Re-Co system, and the use of 
aluminum in a complete home pack- 
age. For the first time in Detroit 
history, according to observers, De- 
troit. builders are using component 
panels in new home _ construction. 
These panels originate in the Erb- 


Restrick shop in suburban Birming- 
ham. 

Panels and trusses are fabricated in 
a plant adjacent to the new Michigan 
Aluminum Center, a_ subsidiary of 
Erb-Restrick Lumber Co., where 32 
different aluminum products are 
shown in actual use. 

First aluminum center. This super- 
market of aluminum building prod- 
ucts was the first in a nationwide net- 
work of Aluminum Centers planned 
by Reynolds. Seven are now opera- 
tive and the goal for next year is 17, 
according to James E. Barron, mar- 
ket manager for Reynolds residential 
building products. 

Displaying all of Reynolds alumi- 
num building products installed, the 
Michigan Aluminum Center is an in- 
formation and technical center, also 
a one-stop aluminum products mer- 
chandising center for builders. 
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Staffed by two full-time aluminum 
salesmen who work on a salary plus 
bonus arrangement, the Center also 
has the services of a full-time Rey- 
nolds aluminum salesman, who is con- 
stantly calling on builders and turning 
over leads to the Center for process- 
ing and followup. 

Contact with builders and contrac- 
tors at the Aluminum Center is chan- 
neled through A. W. (Cap) Isler, sales 
manager in charge of Lu-Re-Co and 
the aluminum division. Cap, along 
with most of the veteran Erb-Restrick 
people, has a traditional background 
in lumber. Aluminum is a new and 
somewhat radical product for most of 
them, but the benefits are showing up 
already in sales figures, although it 
will be sometime next year before the 
picture can be fully evaluated. 

Norman Long, vice-president and 

(continued on page 90) 
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priced to build your sales 


VARIETY —YOUR PROFITABLE PLUS IN WELDWOOD SIDINGS 





TEXTURED oes include new Lauan 1-11 with paint grade faces grooves spaced 4”, 8”, and 16” o.c. in 8’, 9’, and 10° lengths. Other 
of genuine Philippine Mahogany —a wood proved in marine con- Textured Weldwood® Sidings for variety and quality at low cost: 
struction, now available in siding form. Comes with deep (%”) Weldtex®, Formtex®, PlySawn®, and Cedar Texture 1-11. 























HORIZONTAL, deep shadow lines are formed by Duraply® Lap Like all Weldwood Sidings, it gives huge material and labor 
Siding. Duraply’s smooth plastic and fiber surface results in beau- savings because it can be applied directly to studs. All Duraply 
tiful paint jobs without danger of peeling, checking, or blistering. sidings are available factory-primed for one-coat on-site painting. 

















- : eo % anc inonncanemnners 
” te c eee angeacny 


VERTICAL effects are accomplished with big 4’ wide sheets that go light and shadow patterns. Other Duraply sidings: ses, Ivy 


up quickly, easily, and economically. This is Duratex®—a Duraply League, V-6 and V-8, and Duraply Flat Panels which can be used 


siding with vertical bands of striations which create pronounced as is, or with vertical battens for traditional effects. 


yr ~~~ — = MAIL COUPON FOR FREE WELDWOOD SIDINGS BOOKLETS 
United States Plywood ALBPM 12-5-60 


With Weldwood’s variety of sidings, you help your builder customers — 55 West 44th Street, New York 36, N. Y. 
e avoid “look alike” houses Please send me free copies of new booklets, ““Weldwood 
Sidings For Traditional And Contemporary Design,” and 
e reduce labor, material, and painting costs “Weldwood Hardboard Sidings.” 


build stronger, lower maintenance quality houses 


WELDWOOD SIDINGS 
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COMPONENT FABRICATION based on the Lu-Re-Co system is helping Erb- 
Restrick sell to builders. Fabrication shop is shown above. Observers say 
that panels made by this dealer are among first ever used by Detroit 
builders, who have been hold-outs in the prefab trend. Reynolds Metals 
Co. helped Erb-Restrick get into components, because the aluminum firm 
is a major supporter of the Lumber Dealers Research Council. 


ALUMINUM TEAM at Erb-Restrick Lumber Co. is 
devioping new builder customers. W. C. Restrick, 
Jr., vice-president, points out a house plan fea- 
ture incorporating aluminum. Others, |. to r., 
Jack Peters, Aluminum Center salesman; A. W. 
(Cap) Isler, sales manager in charge of Lu-Re-Co 
and aluminum division; Jack Melton, yard man- 
ager; George Timpf, dispatcher and Ralph Pe- 


reira, Aluminum Center salesman. 


SPECIAL PALLETS were fabricated by Erb-Restrick to en- 
able the firm to handle loads of windows and other 
Two 15,000 


square foot warehouses are devoted to aluminum. 


aluminum products, as shown above. 


sales manager for Erb-Restrick Lum- 
ber Co., sees aluminum as the key 
building product that will bring the 
builder to his place of business rather 
than somewhere else. 

“We feel aluminum is definitely re- 
placing wood and other materials and 
rather than have it slip away to 
specialists, we're using it as a focal 
point to sell builders,” he explains. 

Another reason why lumber deal- 
ers should get into aluminum is ad- 
vanced by J. P. Cline, manager of the 
firm’s retail stores, where aluminum 
is displayed and merchandised to 
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homeowners through a_ successful 
House Doctor service. 

“Lumber dealers have an oppor- 
tunity to be first or just follow along,” 
asserts Cline. “We're not hard-shell 
lumbermen. We know there are good 
products other than wood.” 

Component tie-in. New home build- 
ing is down substantially in Detroit 
this year, but Cap Isler expects to 
sell about 200 Lu-Re-Co houses this 
year after a late May start. 

“Joining components with alumi- 
num has made it possible for us to 
make a $2,500 sale against a $1,000 


ead 


VACATION CABIN promoted by Erb-Restrick uses Lu-Re-Co panels 
and truss roof. Aluminum windows and siding add $470 to the pack- 
age price. Total materials package retails at $878 for this yard- 
fabricated cabin. 


sale before we went into compo- 
nents,” explains Cap. “That would be 
our materials package for a $13,990 
house.” 

The average aluminum package for 
such a house will run $150 for win- 
dows and $450 for 1,000 square feet 
of siding. 

“Components have made it possi- 
ble to offer the builder a firm pack- 
age price at a more competitive 
value,” adds Cap. “Up until now, the 
job wasn’t controled as well as it 
should have been from our view- 
point. And from the builders’ view- 
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point, it was more expensive. We can 
now ship our panels and windows in- 
stalled. 

“In addition, we are utilizing all 
our lumber and we are not shipping 
as much loose lumber into the field. 
We can use the millworker’s rate in 
the plant rather than the carpenter’s 
rate in the field—that’s $2.72 against 
$3.63. Power tools give us more ef- 
ficiency in the shop than in the field 
and we have closer control of the 
operation. 

“Our component program has 
helped eliminate the misuse of labor 
and the misuse of merchandise,” con- 
tinued Cap. “And it puts the entire 
package for the builder within the 
reach of one phone call. From us, he 
buys a complete house on a lot num- 
ber at a firm price.” 

Components have enabled Erb-Re- 
strick to capture most of the house 
package. Before setting up for Lu- 
Re-Co, the firm frequently lost con- 
trol of the flooring sale. It has en- 
abled them to sell most of the finish 
and trim package, which was previ- 
ously lost. In fact the trim package, 
Cap estimates, is 75% new business. 
The finish package now includes fin- 
ish hardware. 

In addition, 


a new subsidiary, 


Peerless Wood Products, is furnishing 
kitchen cabinets and pre-hung doors 
for many jobs, another $350 sale. 
Savings help sell. These are sav- 
ings the builder can understand, em- 


phasizes Cap, since “hard-nosed” 
price is the builder’s initial approach. 

“Our package has to be as cheap or 
cheaper than the builder is buying,” 
says Cap. The “Easy Living’ residen- 
tial program involving aluminum 
products helped introduce aluminum 
to Detroit builders,; who get a 3% 
rebate for promotion on houses in- 
volved in the program. 

Erb-Restrick’s policy is to find a 
prestige builder and work with him 
on a model home. The aluminum 
package is quoted as a separate ma- 
terials package. Arrangements vary 
with the builder, but gross profits 
from aluminum sales will run about 
21%, Cap estimates. 

“The aluminum approach has to be 
handled by people who sell nothing 
else,” Cap believes, a policy indorsed 
by vice-president Long. Consequently, 
the firm’s 10 lumber salesmen turn 
over their aluminum leads to the 
Aluminum Center. This has the ad- 
ditional advantage of giving builders 
a direct contact with the Center. 

Installing aluminum. Selling both 
aluminum and components takes some 
missionary work, Erb-Restrick peo- 
ple find. Their own crew is currently 
installing about 50% of the aluminum 
sold from the Center, according to 
Long. Applicators to whom the Cen- 
ter has sold aluminum are now 
handling installation in some cases for 
Erb-Restrick. By next spring, the firm 
expects to have 25-30 rough carpen- 
ters, trimmers and aluminum applica- 
tors. Inability to find qualified, de- 


pendable installers has led the Center 
to take on its own crew. 

In the typical new house package 
for the $24,500 home, the Erb-Re- 
strick aluminum package will include 
soffit, gutters, aluminum siding, alu- 
minum windows, soffit louvers and 
aluminum shutters. This package will 
run about $1,800 of the $5,000 build- 
ing materials bill sold by the firm. 
Brick, dry wall, plumbing and elec- 
trical work are outside the Erb-Re- 
strick package. 


Retail Aluminum Promotion 


At the firm’s retail store in Royal 
Oak, the trend is toward the package 


price, including labor, on aluminum 
jobs. This year the retail outlet han- 
dled installation jobs through con- 
tractor customers, but next year in- 
stallation will be handled by its own 
crew on a per job basis, says stores’ 
manager Cline. 

Retail store customers get maxi- 
mum exposure to aluminum products 
by means of a simulated house ex- 
terior utilizing installed siding, win- 
dows, gutter, louvers and patio win- 
dow wall and porch railing. 

This department is headed by 
“House Doctor” Ron Haxer, who 
follows up leads, estimates and 

(continued on page 92) 


HOME IMPROVEMENT JOBS often include profitable aluminum packages as did 
these two. The small cottage included 15 squares of aluminum siding; louvers; sill 
covers; white aluminum gutters and downspouts and vertical siding. The 6” wood 
posits supporting the portico were covered with aluminum. Aluminum materials cost 
ran about $700. Total contract price was $1,020. Aluminum siding job, where work- 
man is calking, was a good sale for Erb-Restrick Lumber Co. 


ad 


ALUMINUM CONSUMER SALES are developed through a strong advertising program 
and the House Doctor service at the Royal Oak yard. Many residential products are 
installed in a simulated house exterior of the store. Above, House Doctor Ron Haxer 
points out features of a roof louver to prospective customers. Turn page for other 


Aluminum Center display scenes. 
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One-Stop Merchandising and Information Center for Aluminum 


The picture above and at right show how Erb-Restrick 
Lumber Co. has incorporated aluminum residential building 
products in one Aluminum Center, the first such center in a 
nationwide network developed by Reynolds Metals Co. 

Michigan Aluminum Center is the name of the Erb-Restrick 
subsidiary devoted exclusively to aluminum merchandising in 
Birmingham, a Detroit suburb. 

Sales to builders are promoted through this Center by a 
specially-trained staff to sell aluminum products. The alumi- 
num producer helps train the specialists. 

Components fabricated in adjoining shop (pictured on a 
preceding page) help sell complete building materials pack- 
ages, including some 32 types of aluminum products. 

Aluminum sales to contractors and homeowners are handled 
through the Royal Oak, Mich., retail store. Profitable sales to 


remodeling prospects and do-it-yourself customers originate 
here. 

Customer response, Erb-Restrick executives claim, prove that 
the public will buy quality aluminum products. For that reason, 
the firm’s lowest-priced aluminum combination doors are being 
dropped from inventory. Advertising stresses quality and service. 

Aluminum is promoted to tract builders, remodeling contrac- 
tors and homeowners by direct sales calls, in-use store displays 
and pin-pointed advertising. 

To do an effective job in the aluminum field, Erb-Restrick ex- 
ecutives emphasize the importance of product education at the 
builder, consumer and store employe level. Building a successful 
aluminum department doesn’t happen overnight, but the dealers 
who start early are likely to beat late-comers in getting the busi- 
ness. 








Center Sells 32 Types 
of Aluminum Products 


Windows 
a. Traverse (two types) 
b. Single hung 
c. Basement sash 
d. Casement 
e. Awning 
f. Double hung 
Siding* 
a. Vertical V-groove 
b. Horizontal 
c. Band and batten vertical 
d. Trim a 
Sliding glass doors 
Gutters and downspouts 
Soffit system—facia 
Columns and railing 
Nails 
Insulation 
Flashing 
Louvers 
Shutters 
Cupolas 
Storm door—storms and screens 
Shingles 
Vent-2-Ridge 
Thermo-ply sheathing 
Enamel custom vanity 
*Four types of vertical aluminum 
siding; one type of horizontal alumi- 
num siding. 








sketches plans for prospects. Most of 
these jobs are sold with the help of a 
score of contractor customers, who 
have been selected for their ability in 
various parts of the city. 

On paper, the firm does not take 
responsibility for the job, but cus- 
tomers know where the job materials 
originate and are encouraged to file 
any complaint about materials or 
labor. 

Contractors are made to realize 
that most of their job leads originate 
from Erb-Restrick’s advertising and 
only good work at a fair price will 
keep these leads coming. In fact, 
customers are encouraged to call the 
House Doctor if they feel a bid is out 
of line. 

“We have sent contractors to re- 
figure a job,” said Cline, “and we rec- 
ommend that customers get three bids 
on major remodeling jobs. Of course 
we hope that the three bidders will 
be our men.” 

Do-it-yourself customers, if neces- 
sary, will receive on-the-job advice if 
they buy their lumber and other ma- 
terials from Erb-Restrick. Although 
the firm has had a satisfactory work- 


ing arrangement with its contractor 
customers for years on general re- 
modeling, it hasn’t found contractors 
anxious to specialize in aluminum 
siding and for that reason will start 
its own crews next year. 

Promotes quality. Cline has figures 
to show that homeowners will buy 
quality aluminum products despite the 
widespread promotion and glut of 
cheap aluminum doors on the mar- 
ket. 

“You can sell a quality door by 
pointing out the features to the cus- 
tomer,” he emphasizes. Tabulating 
results from his newspaper advertis- 
ing, Cline found he had sold 96 win- 
dows and 17 doors from a single ad 
in four newspapers. Door prices 
ranged from $39.95 to $59.95, 

Advertising pays. In a test advertis- 
ing program developed by Reynolds 
for the lumber dealer client, a series 
of 32 ads over eight weeks pulled 
surprisingly well, as indicated in the 
window-door ad mentioned above. 

An ad on guttering was credited 
with selling 15 jobs averaging $20 per 
job on one Saturday. About 100 gut- 
tering sales per week, or 1,000 feet 
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per week, was the average last fall. 
Average gutter sale on a cash-and- 
carry basis was $20. 

The fastest selling aluminum prod- 
ucts by volume in the store have 


been: guttering, aluminum siding, 
aluminum doors and windows and 
prime aluminum windows. 

An add-a-room ad featuring alu- 
minum resulted in three complete ad- 
ditions and 23 leads. The aluminum 
sale on the three jobs totaled about 
$800. Total materials bill, including 
aluminum siding, on one of these jobs 
totaled about $2,300. 

A Friday night ad featuring colored 
aluminum windows sold a job for a 
three-story house the following day, 
Cline said. This order was for 38 
windows at $17.95 each. 

This series of special aluminum ads 
ran in four metropolitan papers at 
a space cost of $2,740. The results 
have been so good that Cline plans to 
continue special aluminum advertis- 
ing in the spring in neighborhood 
papers on his own budget. 

Any handyman who regularly does 
maintenance work about the house 
can handle an aluminum siding job 


without trouble, according to Cline. 
Consequently, many aluminum sales 
are to do-it-yourself customers. The 
Royal Oak yard tries to keep 40 
squares of aluminum siding in stock 
all the time. 

Problems, too. While the overall 
aluminum picture looks promising, 
Erb-Restrick has had some nettlesome 
problems while becoming acquainted 
with a comparatively unfamiliar 
building material. Training isn’t done 
overnight, even with the best help 
from supplier sources. 

Finding mechanics who are not 
averse to installing aluminum and 
know how to do it right can present 
some problems. The problem of an 
unbalanced inventory was eventually 
ironed out. To serve a big market, it 
is necessary to carry a tremendous 
window inventory. This takes a lot of 
space and capital. 

Two warehouses devoted to alumi- 
num products occupy about 15,000 
square feet. Special pallets were made 
to handle aluminum windows and oth- 
er aluminum goods by fork lift. 


Aluminum deliveries aren’t as flex- 
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ible as lumber. There are no alumi- 
num shipments in transit and win- 
dow delivery time has taken up to a 
week, a long time when a builder is 
breathing down your neck. This prob- 
lem should be solved for good with 
a new window fabricator in Detroit 
next spring. 

Future is promising. “Our sales 
figures prove there is a potential in 
aluminum that can’t be overlooked,” 
declares Cline. “We didn’t sell 40 
squares of aluminum siding in the 
summer of 1959. Last fall we sold 
over 100 squares in one week.” 

If Detroit builds 15,000 to 18,000 
houses next year, Cap Isler figures 
his Aluminum Center should do a 
minimum volume of $750,000. 

There is evidence that other lum- 
ber dealers in the Detroit area are 
awakening to aluminum’s possibilities. 
After watching Erb-Restrick for a 
while, a major competitor started to 
handle almost as many aluminum 
products. 

But there is one important differ- 
ence: this competitor is still pushing 
lumber by the piece instead of com- 
ponents. 
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ortain-loed 


The new Certain-teed Decorator Tile-—Swirl and Shalimar— 
combine effective insulation and sound absorption with attractive 
styling. These two designs were carefully selected to be not only 
pleasing to the eye but restful, too. A choice of two rich colors is 
provided—gold or silver in the Swirl and silver gray or russet in 
the Shalimar, a fissure design. 

Both designs were created for a broad market—to appeal to the 
majority of your customers, for new homes as well as remodeling, 
and to help you make bigger sales with a smaller inventory. 


Certain-teed 

Corba itt-leedl”». saperiw: Products trough 
=e 
CERTAIN-TEED PRODUCTS CORPORATION 


Ardmore, Pennsylvania 


neatiue Researwh 





Plants and offices throughout the United States 





Report on Aluminum 
Sheet Tests 


Test data on the performance of 
aluminum roofing and siding sheet is 
reported in a special 12-page adver- 
tisement in this issue of American 
Lumberman. 

The report is based upon an ex- 
tensive series of tests conducted by 
the independent Washington Testing 
Laboratory of Spokane, Wash., under 
direction of Kaiser Aluminum’s De- 
partment of Metallurgical Research. 

To insure accuracy, new ways of 
testing had to be developed, accord- 
ing to H. B. Ohlson of Kaiser’s re- 
search department. 

For example to test uplift loads, 
the researchers first attached a sample 
of aluminum sheet to a purlin placed 
at midlength of the sample and then 
supported by “knife edges.” 

This didn’t duplicate field condi- 
tions, so the department next tried sus- 
pending the sheet from purlins to 
form the bottom of a multi-compart- 
ment box. The box was then filled with 
sand until the sheet ruptured at the 
nailing points. But this was too slow a 
procedure. 

Next a hydraulic system using plas- 
tic bags was used, but this was too 
difficult to measure. Finally, the test 
was standardized with use of an air 
pressure device and measuring with a 
water-filled manometer. 

Joints now being designed into 
these products are so weather-tight 
that leakage studies required special 
sensitive test methods, the Kaiser peo- 
ple said. 

Additional copies of the report are 
available from Kaiser Aluminum, 
Building Products Dept., Kaiser Cen- 
ter, Oakland 12, Calif. 





Pe NEN 


LMORE NUNN (right) of Maynard Sash 
& Door Co. receives Ford Falcon from 
Bill Wittmark and Harold Horowitz of 
Weather-Proof Co. 


Topnotch Aluminum 
Salesman 

Elmore Nunn of Amarillo increased 
sales of Maynard Sash & Door Co. 
over 300% in September, compared 
to 1959. He won the national prize 
in contest for wholesaler salesmen of 
Wepco aluminum products. 

The Weather-Proof Co. president, 
Harold Horowitz, said that some deal- 
ers are increasing sales of Wepco com- 
bination windows and doors, prime 
windows and siding from 500% to 
800% this year. 
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THE GREATEST ADVANCEMENT IN THE 
ALUMINUM COMBINATION DOOR INDUSTRY 


7 es cata d by UNDE COMPANY division of 
RBIDE COR 
for THE MOLONEY UNION CARBIDE CORPORATION 
COMPANY 


using the Sigma® welding process 
SIGMA®-., a registered trademark of Union Carbide Corporation 


Moloney Door Welding Machines are These machines add extra reinforcement at the point of highest stress concentration. 
electronically controlled. 


e Years of research and development by precision welding machines. Only Moloney 
Moloney and Union Carbide’s Linde Com- offers a welded door made by this new revolu- 
pany engineers were necessary to design these tionary automatic “Sigma short arc process.” 


WELDED - WELDLD- VIFLDFD- CORNERS 
COMPLETELY ELIMINATE SAGGING AND OPEN MITERS 


Ten Moloney factory branches and sales offices: 


SEATTLE, WASHINGTON BOSTON-QUINCY, MASSACHUSETTS ADDISON-CHICAGO, ILLINOIS 
DENVER, COLORADO BALTIMORE-WASHINGTON, D.C. CLEVELAND, OHIO 
DALLAS, TEXAS ST. LOUIS, MiSSOURI ALLIANCE, OHIO 
ALBIA, IOWA EXECUTIVE OFFICES — 13125 SHAKER SQUARE, CLEVELAND 20, OHIO 
©-1960 


M Oo LO N EY- originator and pioneer of welded corner aluminum doors 
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ALUMINUM IN BUILDING 





COMBINATION WINDOW with color 
trim is new line for Dealer Glenn Wea- 
therbee (left). Distributor’s salesman 
Harlan Boeke delivered the display unit. 


IMMEDIATE SALE of 15 aluminum com- 
bination windows was made by Wea- 
therbee for farm home moderniration, 
above. 
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DIAMOND-RIB ALUMINUM cattle barn roof sold by White Rock Elevator Co. The 
smal-town !umberyard sold 12 roofing jobs to farmers this year. 


It's a hit with the farm trade 





$15,000 in Aluminum Sales 
By Cross-roads Lumberyard 


KINGS, ILL. 

HITE ROCK ELEVATOR re- 

tail yard, which serves a 

thriving northern Illinois farm area 

from this town of 200, is cashing in on 

a rising demand among farmers for 
aluminum building products. 

Ninety per cent of White Rock’s 
business is with farmers. Seventy-five 
per cent of them are do-it-yourselfers; 
25% of them enlist the help of a con- 
tractor. 

“Farmers’ acceptance of aluminum 
building products has grown by leaps 
and bounds since the offers by 
Kaiser and Alcoa of 30-year warran- 
ties on their aluminum roofing and 
siding for farm buildings,” says Glenn 
Weatherbee, owner of White Rock 
yard along with his wife Viola. 

There’s also an increased demand 


for aluminum products for farm home 
modernization, he finds. When his 
yard introduced the Cupples new 
WeatherBan Deluxe aluminum com- 
bination window line recently, a farm- 
er immediately planked down $285 for 
15 of the windows. 

“I have sold five more of the win- 
dows to another farmer,” Weatherbee 
says. Another farmer took one look 
at the showroom display sample and 
yelled, “Get me one.” 


Selling tips. Each sale of aluminum 
combination windows nearly always 
creates another one to an admiring 
neighbor, Weatherbee says. Farmers 
like the easy upkeep of the window; 
their wives are attracted by its con- 
venience. 

In addition to his showroom dis- 
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play and good word-of-mouth adver- 
tising among customers, Weatherbee 
promotes the window by mailing man- 
ufacturers’ literature along with 
monthly statements. 

“The window is a good profit- 
maker,” says Weatherbee. His mark- 
up on each sale averages 3343%. 
The window retails for $19.95. 

“We lose some aluminum combina- 
tion window business to applicators 
who offer cheaper lines at cheaper 
prices,” he says. “If a customer wants 
this kind of a window, there isn’t 
anything I can do about it. I will con- 
tinue to sell only quality aluminum 
combination windows.” 

In addition to Cupples windows, 
White Rock sells other aluminum 
products: Wepco and Capitol combi- 
nation doors and windows; Kaiser, 
Nichols and Alcoa nails; Vent-a-Ridge 
and Leslie louvers; Leigh sliding door 
hardware; Kaiser ShadeScreen and 
Riley Bros. paint. 

Big-ticket sales. “We will sell about 
a dozen aluminum roofing packages 
to farmers this year,” said Weather- 
bee. He grossed $2,000 on a recent 
sale of aluminum Colorib panels to 
a farmer who applied them to a ma- 
chine shed and garage. 

Another big-ticket sale, which 
grossed $5,000, was to a farmer who 
bought enough Kaiser Diamond-Rib 
aluminum to reroof his barn after 
having extended it 56’ to meet three 
silos. The farmer also put in an auto- 
matic feeding system and White Rock 
sold him the silo unloader and augers 
for this. 

“Why do I seil so many aluminum 
building products?” asks Weatherbee. 
“I can’t afford not to now that my 
farm customers are demanding them. 
Our total gross sales of aluminum 
building supplies in 1960 will amount 
to $15,000, a whopping increase over 
last year.” 





OKLAHOMA LUMBERMEN’S ASSOCIA- 
TION broke its attendance record Oc- 
tober 15-16 when more than 3,000 met 
at the 14th annual convention and 
merchandising mart in Oklahoma City. 
Fred Dale, Dale Lumber Co., Davis and 
Eufala, left, was elected new presi- 
dent; W. M. “Bill” Morgan, center, is 
secretary-manager of the group, and 
Frank Carey, Jr., Carey Lumber Co., 
Oklahoma City, wears the Purple 
Club’s white cowboy hat given all past 
presidents. 





The only shutters with 
all the gealines. 
ome owners want! 


< i 2 + 
jo ff fa 
e 


4A Ad 


Aluminum Shutters 


No other window shutters on the market... 
metal or wood . . . can match new LoManCo 
Beauty Line Aluminum Shutters for the com- 
bination of features and advantages builders 
and homeowners want! These rugged LoMan- 
Co shutters, with one piece aluminum slats 
locked into a heavy continuous aluminum 
frame, look good and last a lifetime! They 
provide the deeper shadow lines which set 
off and enhance the appearance of any win- 
dow. They come from the factory completely 
assembled, with pre-drilled corner holes 
equipped with eyelets for faster easier mount- 
ing. And they're factory painted white ready 
for trim color. Investigate LoManCo Beauty 
Line Aluminum Shutters today. Ask your dealer 
or jobber, or write for information. 





% 100% Aluminum Construction . . . no rotting, warp- 
ing, cracking or splitting 

% One piece aluminum slats locked in continuous 
frame ... strong, durable, yet lightweight and 
attractive 

%* Completely bled ready for mounting . . . fur- 
nished with pre-drilled corner holes and eyelets and 
mounting screws 

% Factory painted white ready for trim color ...no 
prime coat necessary 

x Complete range of !6 sizes for all standard windows 





Now Available in White Prime Coat 
and 5 Baked Enamel Finishes — 
Satin White, Mint Green, Forest 
Green, Tile Red and Charcoal Black 


4 ; 
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MANUFACTURING CO. 4/ 


3603 Wooddale Avenue @ Minneapolis 16, Minn. 
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Gentlemen: Please send me complete information on your new Beauty-Line Aluminum Shutters. 
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ALUMINUM IN BUILDING 





Lineal Program——Example No. 1 


Lumber Wholesaler’s Aluminum 
Combinations Score Fast Hit 


e After only 90 days, sales average more than $1,000 a 


week. 


¢ Jobber supplies installation crew for dealers at flat charge 
per package unit. 


® Dealer gets 8 to 10 turnover a year on the combination 
windows and doors. 


DENVER. 

ICHARDSON LUMBER CO. 

opened a combination window 

and door fabrication shop in August 

to keep up with rising demand for 
aluminum products. 

The fabrication shop is operated as 
part of the wholesaler’s prime wood 
window assembly plant. 

“Retail building materials dealers 
can hardly afford to pass up this lu- 
crative business built up by concerted 
national promotion of the aluminum 
industry,” comments Don Richardson, 
president of the wholesale firm. 

Richardson offers only top grade 
aluminum combination windows and 
doors to its 300 Rocky Mountain deal- 
ers. About 75 retail dealers now buy 
the aluminum combinations from 
Richardson. 

“Evidence that the market is ripe 
for aluminum storm window and door 
merchandising is shown by our 
steady sales increase,” Richardson 
said. “After the first 90 days of op- 
eration, we now average more than 
$1,000 a week in combination sales.” 

Package sales. “Dealers can have 
windows and doors made in the short- 
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DON RICHARDSON demonstrates 
ease of operating model display 
unit furnished dealers at $10 cost 
price. 


est time possible and delivered quick- 
ly,” Richardson said. “We can furnish 
packaged units in any size. Our equip- 
ment uses lineal stock, with little 
waste. Our quality combinations can 
be sold for less.” 


Installation. Within the metropoli- 
tan area, Richardson Lumber Co. 
will install the aluminum doors or 
windows for dealers. Billing for this 
service is on a flat rate per unit. The 
dealer passes the charge on to his 
customer. A model, sold to dealers at 
its $10 cost, is furnished for demon- 
strations. 

Sales points. Richardson says the 
“appealing sales points of aluminum 
combination units are light weight, 
good appearance and minimum main- 
tenance. 

Richardson says about 80% of his 
combination door sales are in three 
sizes: 2°8”x6’x8”, 3’8”x6’8” and 3’ 
x 7’. Since combination windows come 
in about 30 sizes, Richardson thinks 
the dealer would be better off “or- 
dering as purchased.” 

Fabrication. Three men operate the 
firm’s 1,200-square foot fabrication 
shop. Equipment was furnished by 
Kelco Division of Wells Aluminum 
Co., North Liberty, Ind. for about 
$4,600. The initial stock of lineal ex- 
trusions cost $4,000. 

L. C. Laderer of the Wells Co. 


(continued on page 100) 


December 5, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





LATARTE DOUBLE-MITER SAW in 
Richardson Lumber Co. shop. To 
speed operation, material is 
placed across convenient protrud- 
ing pegs on rear wall. 


CAPS ARE SEALED ON RIVETS with punch, with door 
frame in press. 


TABLE HOLDS THREE B-2 Alien presses .@ 
and. motors and one T-466 milling cut- i ia 
ter for processing tilt line windows and 

routing door cross bars. 


SASH FRAME LINEUP is checked 
prior to press punching. Two other 
B-2 Allen presses are mounted on 
this table, one at far left for 
frame punch. Press in foreground 
is for door press punch. 








COMBINATIONS SCORE 


(begins on page 98) 





says a fabricating distributor needs 
three 2-ton Allen punch presses cost- 
ing about $100 each and three tilt win- 
dow dies. If a door is produced from 
lineal stock, a miter saw is also re- 
quired. The same machinery can be 


NOW WE'VE ADDED used for making both aluminum win- 


d and d ; 
Mee a “nN \“ \\ / 47 ° if Se aseaienl: billion financial in- 


es Oe vestment required in the Wells lineal 
ae ee onan es [ery program is about $2,400. This in- 
ee 


_ ——. — saws, punch presses, dies, hand 
— tools, etc. If doors are produced from 
——. LA \ ~~ lineal stock, another $1,000 is needed. 
Extrusion inventory runs about $1,- 
200. 

Skills. None of the operations re- 
quire skilled labor, the aluminum sup- 
. fe plier explains. Wells’ tool engineers 
} will come in and set up the assembly 
and remain until it operates smoothly. 

There is no charge. 

Dealers may also purchase the 
equipment and enter the fabrication 
process. According to the Wells firm, 

: a wholesaler or large dealer can in- 
) IN PRODUCT QUALITY crease his profit through fabrication, 
compared to selling fabricated alumi- 

: num windows. 

Turnover. Wholesaler Richardson 
believes a building materials dealer 
handling his combination windows and 
doors can have a turnover of 8 to 
10 times yearly. The lineal stock items 
offer Denver area dealers more ad- 
vantages than cut stock ones, Richard- 
son claims. Surplus stock is binned in 
‘ the warehouse. 

AN HOME-SELLING PROMOTIONS “We can immediately furnish the 

/ dealer with any special size by this 

method,” the wholesaler says. “Also 
there is less waste and savings are 
passed on to the dealer.” 
Direct mail. Richardson Lumber 
Co. introduced the aluminum com- 
bination windows and doors to metro- 
politan area building materials deal- 
ers by a letter and advertising flyer. 
This direct mail advertising stressed 
: the quality, service and dependability 
: of aluminum. 
WITH A COMPLETE LINE It also pointed out that dealers 
would get immediate service; special 
sizes were available and a full war- 
ranty against defective workmanship 
or parts was offered. Combination 
storm doors, prehung doors, self-stor- 
ing doors, screen doors, triple-tilt win- 
dows and casement storm windows 
were advertised. 

“Sales potential of these combina- 
tion units is excellent,’ Richardson 
emphasizes. “If we had more deal- 
ers in the program, our sales could 
easily be tripled. Right now we have 
to move slowly, but we have four 


Si a sac : >» | 7 salesmen canvassing the area within 
300 miles. 


“We are signing up an average of 
; ors ee one dealer a day in our program,” 
at et x Richardson said. “From now on, we 
: expect to really cover the area.’ 
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CUTTING COSTS ACROSS THE BOARD 








Acme Idea Man E. H. Jones (left) views bis Idea No. 
S$3-64 at Gray Products Company, Waverly, Virginia. 


Handled individually, the bulk and weight of particle board sheets would 
make loading, unloading and storage costs prohibitive. But unitized into 
compact, solidly secured bundles, they’re a cinch to handle and ship. 
Acme Steel Strapping provides the efficient, low cost answer for pack- 
aging “Graco” Flakeboard. The sheer simplicity of this method enables 
the operator to secure stack after stack quickly and smoothly throughout ACME STEEL COMPANY 
the day. And, it easily handles the wide range of sizes and thicknesses. Acme Steel Products Division 


Dept. AAS-120 


Your Acme Idea Man is an expert at developing efficient, low cost tua 
Mica als 
strapping methods. Call him, or clip the coupon for further facts. Please send me Idea No. 
$3-64 and examples of how 
major companies in my field 
use Acme Stcel Strapping 


Name 


IDEA LEADER IN 


ACME 
949%) STRAPPING 
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Lineal Programs——Example No. 2 


ALUMINUM EXTRUSIONS are crosscut on radial. 


FRAME 1S ASSEMBLED on special table. STORM WINDOW INSETS are corner 
peened on punch press. 


GLAZING of window inset completes 
fabrication. 
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EXTRUSIONS next go into punch press. 


SHAPING is next step, on Boice-Crane machine. 


Aluminum Combos for Lumber Dealers 


FINAL INSPECTION for true frames and 
operation. 


¢ Lineal plan allows dealers to get fast service on storm units 
from their regular wholesale source. 

¢ Majority of sales to dealers are for custom sized windows, 
Nebraska wholesaler reports. 


OMAHA, NEB. 

SHTON WHOLESALE SERV- 

ICE, INC. has added a new 

service for its building materials deal- 

er-clients by setting up a shop to fab- 

ricate combination aluminum storm 
windows and screens. 

The program is going so well for 
subsidiary Viking Aluminum Co. that 
wholesale sales now average $3,000 a 
month. The firm began operations last 
February, but didn’t start to ship in 
quantity until three months later. 

“Most of our combination alumi- 
num window sales are in the small 
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towns of Nebraska,” states Dale Ash- 
ton, president of both firms. “And 
most of them are doing a bang-up 
job. 

“For example, in Elmwood, a little 
town of 450, Bornemeier Lumber Co. 
is selling 75 windows a month! | 
don’t know where they’re all going, 
but the yard is doing a good job. 
Holmquist Grain & Lumber Co. in 
Oakland is moving a lot of combina- 
tions too.” 


Manufacturer. Aluminum Industries, 
(continued on page 104) 
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ALUMINUM COMBOS 


(begins on page 102) 





Milwaukee, offers building materials 
wholesalers the opportunity to set up 
their own aluminum window or door 
fabricating shop for sales to lumber 
dealers. 

Minimum investment necessary to 
begin fabricating, says Irving J. Moss 
of Aluminum Industries, is about $4,- 
500 for machines and dies and about 
$3,000 for the initial supply of alumi- 
num extrusions. Average manufactur- 


ing markup is about 50%, he added. 
A radial saw, miter saw, shapers and 
punch presses with dies are needed. 

Fabrication. When Ashton set up 
his fabrication shop at the Omaha 
warehouse, he purchased equipment 
and extrusion from the Milwaukee 
extruder. Ashton decided he needed 
two shapers and seven punch presses 
for an expanding operation. Total cost 
of his equipment was $12,000, not 
counting a $12,000 inventory of lineal 
aluminum. 

Viking Aluminum, using the Ashton 
Wholesale sales staff, sells its com- 
bination windows throughout Nebras- 
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TARTER, WEBSTER & JOHNSON 


ARE MANUFACTURERS AND DISTRIBUTORS OF 


¥ Sugar and Ponderosa Pine 
Shop and Selects 


Sugar and Ponderosa Pine 
Boards 

v Douglas and White Fir 
Shop and Selects 

- Douglas and White Fir 
Dimension and Boards 

V incense Cedar Boards 

Redwood Commons and 
Selects 

- Ponderosa Pine and Fir 
Mouldings 

V Readymade Fence 
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TW&J sawmills manufacture lumber products 
from six Western Woods. To give the trade 
complete one-call service on all West Coast 
lumber products TW&J have buying offices 
in producing areas to handle the cut of 
additional major Pacific Coast sawmills. 


1960 is TW&J's 50th YEAR in the LUMBER BUSINESS 


Tarnrer.Weasrer « Jounson, Ine. 
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ka, northern Missouri and Kansas, 
eastern South Dakota and western 
lowa. Although one, two and three- 
track windows are offered, most build- 
ing materials dealers buy the two- 
track variety. Dealer cost of the one- 
track type is $7.98 from Ashton 
Wholesale, while retail selling price is 
$11.95. 

“Everyone in our company was 
surprised,” comments Ashton, “when 
we began getting a lot of orders for 
non-standard size windows. We all 
thought we’d be making and selling 
mostly standard sizes, but at least half 
of our production is the other kind. 
One advantage we offer our customers 
is quick delivery for any size com- 
bination they want.” 

Ashton Wholesale also distributes 
other aluminum products, including 
storm doors, jalousie doors, sliding 
glass doors, jalousie windows and nails. 
Now Ashton is thinking of fabricating 
aluminum doors under the Viking 
name. 

Assistance. Viking Aluminum pays 
a 50¢ per unit royalty to the lineal 
supplier for every window sold. In 
return, the Wisconsin company offers 
wholesalers a complete advertising and 
sales promotion program. 

After a factory representative plans 
and sets up the shop layout, he remains 
until it is running smoothly. Twice a 
year the activity is checked to make 
sure it is attaining maximum efficiency 
and to change product designs if re- 
quired. 

Advertising. In its carmpaign to in- 
terest dealers, Viking sends out four 
pieces of direct mail supplied by Al- 
uminum Industries. Anyone showing 
interest is then called on by a sales- 
man. This is followed with another 
four-piece mailing. A monthly letter 
continues the campaign. 

“One of the reasons we took on 
this line,” explains Ashton, “is because 
of the fine merchandising program 
from the lineal supplier. To many lum- 
ber dealers, one kind of aluminum 
storm window is exactly like another. 
But this advertising program sells 
them.” 

AI has helped wholesalers in Ohio, 
Indiana, Missouri, Nebraska, Wiscon- 
sin and Minnesota begin window fab- 
rication and the program is gaining 
momentum. In addition to direct mail 
literature, imprinted with the jobber’s 
name, AI offers point-of-purchase, 
radio-TV and direct mail advertising 
to the retail dealer. 

The wholesaler can set up a dealer 
cooperative advertising program or 
not. 

Ashton also sells a model aluminum 
combination window to dealers who 
request it for $10. Half this price is 
refunded after several units are sold. 

“We haven't been able to arrive at 
a specific figure of profit in our Vik- 
ing operation as yet,” Ashton said, 
“but production is steadily rising. Why, 
one of our dealers told me that he 
recently sold two one-track windows 
to a farmer who wanted to make a 
cab for his tractor.” 
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the Va cade Says: 


“HIPShow is the greatest combination of 
essential products and information ever as- 
sembled. No one aiming for bigger profits 
in this field should fail to attend. . .” 


APPLICATORS 


Sth annual nationwide y 


1961 HOME 


IMPROVEMENT 
PRODUCTS SHOW: 


Trade Show Days 


FEBRUARY 9-10-11, 1961 SEE, COMPARE, LEARN, SELECT 
New York Coliseum products and methods you need to meet demand. 
Convention Sessions Only HIPShow brings together the greatest var- 

FEBRUARY 8-9-10, 1961 iety of commodities and specialties, material and 


HOTEL PARK SHERATON 


New York equipment, topics and speakers to let you recog- 


« nize, develop and exploit the opportunities for 
maximum business and profit in your selling area. 





ADVANCE REGISTRATION FORM 


Home Improvement Products Show AL-12-5 
331 Madison Avenue, New York 17, N. Y. 


Please mail Admission Badge to me. I understand that there is no registration fee 
and that the badge will admit me to the exhibit floor at any time during show hours. 


PLAN NOW 
TO ATTEND 


a 
# 
i 
t 
4 
REGISTER 4 
a CITY & STATE 
a 
3 


C) Additional names with infor- [ Hotel reserva- 
mation as requested above on tions requested 
attached sheet 


HOME IMPROVEMENT TYPE OF FIRM ... PLEASE CHECK APPLICABLE BOX BELOW 
PRODUCTS SHOW, (D Specialty Dealer [() General Contractor [) Dept. & Chain Store [) Manufacturer 
(0 Lumber Yard [) Builder (.) Hdwe. or Appliances (] Wholesale only 
a 2 


331 MADISON AVENUE, Saale vent -oow eat Oe ee ee 
NEW YORK 17, N.Y. % y Meterin. Ch Motersising ] Wholesale & Retail [) Other: 
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SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 


Can Be 
Reused 
indefinitely 


Easily secured 
to jlumber— 

can be nailed 
every 1” 0.C. 


“1 beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12", ilatiieie 
18”, 24", 30”, 36” with minimum 
and 42” sizes. deflection 


> _ Symms 


SYMONS CLAMP & MFG. CO. 

4267 Diversey Ave., Chicago 39, tll., Dept. M-0 
Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 





Name. 





Firm. 





Address___. 





Zone__Stote____.« 


r—--—-—--—-—--— 
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Wholesaler to Lumberyards: 


“Sell Aluminum's Quality” 


ROCKFORD, ILL. 

HE SECRET to selling aluminum 

is to sell its quality, says Fritz 

Virtue, manager, Rockford Wholesale 
Building Materials Co. 

In almost 30 days after his firm 
began to sell Cupples new Weather- 
Ban Deluxe aluminum combination 
window to lumber dealers, his sales of 
the window had jumped to $1,500. 

His two salesmen immediately lined 
up four northern Illinois lumber deal- 
er-customers for the window unit. One 
of them, White Rock Elevator, Kings, 
racked up a quick sale of 15 windows 
to a farmer for $285 (see page 96). 
The three other dealers who jumped 
on the aluminum bandwagon were 
Barker Lumber Co., Durand; Farm- 
ers Co-op Elevator, Poplar Grove; and 
Griffith Lumber Co., Stillman Valley. 

Quality sells. “We added the new 
window unit to our line because it was 
heavy enough and attractive enough 
to win homeowner sales and at the 
same time give the lumber dealer a 
good profit,” Virtue explained. “This 
is the best insurance against the alumi- 
num market being taken over by the 
specialty door-to-door salesmen.” 

A hurry-up order from one of his 











PAINTED | 
TRIMS (0 


ROLL-FORMED ALUMINUM 
ROOFING AND SIDING TRIMS 


* Formed from Heavy Gauge Aluminum Sheet 
* Finest Quality—Precision Rolled 

* Baked Enamel Finish—Both Sides 

* Positive Nailing Hem—Full 1” Leg 

* Priced to Save You Money 


A Pertect Shape 
for Every Job! 








PAINTED COIL STOCK 
50-foot, 100-foot and 100 Ib. Rolls 
in Widths of 10”, 12”, 14”, 16”, and 24” 








Manufactured by 
EasTERN Meta MOULDINGS, INC. 


5937 CONCORD AVE. ¢ 
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DETROIT 11, MICHIGAN 
WAlnut 5-4770 











dealer-customers for a combination al- 
uminum door to match the window 
has prompted Virtue to add an alumi- 
num combination self-storing door 
line. 

“We sell the windows and doors to 
a lumber dealer at a price that will 
provide him with a profit of 334% % 
on each sale,” he says. 

No inventory problem. All that a 
retailer needs are displays and litera- 
ture furnished by Rockford Whole- 
sale. He orders the products from the 
wholesale firm as he sells. 

If a dealer-customer orders five or 
less window units, the wholesale firm 
makes the delivery from its own ware- 
house stock via station wagon free of 
charge. 

Rockford Wholesale maintains an 
inventory of 100 windows for fast, 
one-day servicing of orders. Each win- 
dow is completely assembled with 
glass and screen and packaged in a 
cardboard carton for quick handling, 
safe shipment and easy installation by 
a homeowner or contractor. 

All orders for combination alumi- 
num doors or for more than five win- 
dow units are shipped direct from the 
manufacturer’s plant in St. Louis. If a 
dealer orders 20 or more units at one 
time he is offered a 5% discount by 
the wholesaler. 

Rockford Wholesale also handles 
Nichols and Kaiser aluminum nails; 
Vent-a-Ridge louvers and ventilators 
and Alcoa’s insulated aluminum siding. 

It will still be another 30 days be- 
fore Rockford Wholesale’s two sales- 
men complete the coverage of their 
territory selling the windows and doors 
to over 250 lumber dealers within a 
radius of 75 miles. 

Built-in market. “Our aluminum 
sales are steadily increasing,” Virtue 
says. “Dollar-wise, our total aluminum 
sale in 1960 will be four-to-five times 
as much as it was in 1959.” This is 
largely due, he says, to a built-in pub- 
lic acceptance of aluminum created 
by the industry’s advertising. 


WORKING MODELS are necessary to sell 
aluminum products. Wholesaler Fritz Vir- 
tue (seated) discusses quality features of 
aluminum combination window with his 
two salesmen, Rogers Finley and Harlan 
Boeke (right). 
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Homeshield’s new Privacy Panel System offers 
Dealers big-profit package sales! 


BIG-PROFIT PACKAGE 
INTRODUCTORY OFFER 


Initial introductory offer made available 
to dealers who act now: “Introductory 
Packs” will be shipped direct to 
dealers. Check with your distributor 
now. Make sure he is aware 
of your order placement . . . or 
write to Dept. A, American 
Screen Products Company, 
Chatsworth, Illinois. 





HOMESHIELD® 


PRODUCTS 


the most advanced Home 
& Yard Products 


Complete 6-foot unit comes in 
convenient consumer carry home 
package. Includes 8 individual 
aluminum pre-painted baked enamel 
sections, cross bars, and brackets, 
screws and assembly construction 
sheet. Mr. Dealer . . . how easy 

can this be? Send coupon and get 
full details now! 
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The all new Homeshield Privacy Panel is slated to be 
the hottest thing this summer. It promises to be 
the answer to your customers’ wants for more 
outdoor living . . . in PRIVACY. It’s practical, 
versatile and expandable. Ideal around Patios, Pools, 
Carports, Play Areas, Sun Areas .. . acts as a wind 
breaker or hide-all. Components for six foot wide 
section come in convenient carry home package. 
AS ADVERTISED IN BETTER HOMES & GARDENS 


Including BH&G Home Building Ideas Annual, BH&G Garden 
Ideas Annual and BH&G Home Improvements Ideas Annual 


Instruct Your Secretary to send this Coupon Today to: 
AMERICAN SCREEN PRODUCTS COMPANY, Dept. A, Chatsworth, Illinois 


Please send more information on Homeshield Privacy-Panel 
System and special introductory Profit Package Offer PW-100 


NAME TITLE 





COMPANY 





ADDRESS 
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Cross-section survey of dealer-readers of American Lumberman show: 


—_S UU aw i ss i i CCF T—F— iw iS: i lan —llilleestTtFtrtll lll Oe 


% OF DEALERS 
() O NOW SELL 
ALUMINUM SIDING. 


(Most are non-stocking dealers) 


























OF THE DEALERS WHO SELL ALUMINUM SIDING: 


® 15% have sold aluminum siding for 4 or more years. ° 25% for 2 years. 
* 3% for 4 years. * 20% for 1 year. 


* 17% for 3 years. * 20% for 6 months or less. 

















30% OF DEALERS DO NOT SELL 
ALUMINUM SIDING. 


(But 20% of these are now considering a line to sell.) 
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ALUMINUM IN BUILDING 





Aluminum Siding 
Moves Into 
Dealer Distribution 


Proof: One jobber reports 130% sales increase on aluminum 
siding during past summer; another jobber moves 


$100,000 worth of siding in first six 


months after announcing the line to dealers. 


HEN BUILDING MATERIALS WHOLESALERS 
start handling a product for sale to retail lumberyards, 
it’s a good sign that the product is here to stay. 

That’s the status of aluminum siding. And it’s hap- 
pened within the past year. 

The experiences of two Illinois jobbers—Southern 
Wholesale Co., Fairfield, and Bramlet & Co., Peoria— 
prove the point. 

$100,000 in 6 Months. Southern Wholesale didn’t take 
on aluminum siding when first offered. Applicators had 
left a bad name in southeastern Illinois for the product, 
although homeowners seemed convinced of its mainte- 
nance savings. 

When a prominent producer introduced a new colored 
line with a huge advertising program, Southern Wholesale 
decided to get into the business. This was last spring. 

By September, in only six months, the wholesaler had 
sold $100,000 in aluminum siding to dealers. 

“From now on, I expect aluminum siding will get a 
far larger share of the market,” said Ray George, South- 
ern’s manager. “Lumber dealers are losing their fear of 
handling it. Next spring should see a sharp rise in sales. 
I think that dealers will push the applicators out of busi- 
ness in this area.” 

Southern is remodeling a warehouse to get more storage 
space for aluminum siding and trim. 

130% increase. Bramlet & Co., a Peoria roofing and 
building materials distributor, reports a steady increase in 
dealer sales of aluminum siding ever since the firm began 
selling it two years ago. 

This past summer, in a 3-month period, volume soared 
130%, to the delight of Carl E. Herrmann, president. 

“I think this proves the growing acceptance of aluminum 
siding by building materials dealers in central Illinois,” 


Herrmann declared. “For too long the dealer and con- 
tractor were afraid of the material, not knowing how to 
estimate or install a job. 

“This led to the applicators taking over a very lucrative 
market. The amount of aluminum siding being sold in 
and around Peoria this year is almost fantastic. Now the 
lumber dealer is waking up and getting his share!” 

Don Hare, Bramlet sales manager, devised an estimating 
sheet for the siding. 

Bramlet salesmen are concentrating on showing dealers 
how to merchandise aluminum products. There is no min- 
imum stock requirement for dealers, but if they ask for 
a stopover truck, 50 squares is the minimum. 

“We pay for the warehousing of aluminum siding,” 
Herrmann said, “so there is no reason for a dealer to buy 
a few squares from a stopover truck. We'll deliver any 
amount he needs.” 

Headache. Biggest problem in handling the siding, 
Herrmann points out, is lack of trained installation crews. 
Bramlet cooperates with manufacturers to help dealers 
train mechanics. 

“Because carpenters don’t know how to measure a job 
properly or install it, they have been afraid of aluminum 
siding,” Herrmann declares. “It's better to train skilled 
crews who can handle the job right and let the carpenters 
stick to wood siding. 

“There is no market as yet around here for aluminum 
farm roofing or residential shingles. We still have some of 
the original stock we bought two years ago. But aluminum 
gutter is moving well in the area. 

“I know two dealers who have stopped ordering galvan- 
ized gutter, aluminum is so much easier to sell from the 
point of lack of maintenance. In another year, I wouldn't 
pe surprised to see nothing but aluminum gutter in central 

inois.” 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 


quality, well-manufactured 


dependable 
Appalachian Hardwood products. Con 


sult them on your next requirements. 








* Hamer Lumber Sales, Inc., Kenova, W. Vo. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Vo. 
Homer Lbr. Corp., Appalachia, Va. 


Manufacturers Appalachian Hardwood Lumber 








Wood-Mosaic Corp., Louisville 9, Ky. 


White ond Red Ock, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Ook and Maple Strips and Lominated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 


Monutacturers, Inc. 


always specify 


APPALACHIAN HARDWOODS 
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Aluminum Siding Moves Into Dealer Distribution 


ALUMINUM SIDING WITH INSULATED BACKER installed on old home by crew of 












Rural Valley (Penna.) Lumber Co., a customer of R. F. McGowan Lumber Co. in Slip- 
pery Rock. Dealer says that the backer on the siding saved him $5 per square in- 


stallation costs. 


SLIPPERY ROCK, PENN. 
HE McGOWAN LUMBER CO. 
here is one of Bird & Son’s most 
successful distributors of Alcoa siding. 
Since the lumber firm launched the 
line last January, it has sold about 
$100,000 worth of the aluminum sid- 
ing, about half of that to retail dealers. 
Young owner Bob McGowan cited 
four reasons for his firm’s success with 
the new product: 
* Sales meeting for all McGowan 
salesmen and office personnel, con- 
ducted by Bird & Son representatives, 
using an Alcoa film on installation. 
* Weekly price bulletins, _ installa- 
tion sheets and mailer with return card 
sent to all dealers in the territory. 
* Complete inventory for dealers in- 
cluding all colors, fittings and acces- 
sories. 
* Scheduled delivery service to dealers 
in 16 counties. 
Customer acceptance has been hin- 
dered by poor quality aluminum sid- 
ing in the past, McGowan said. “We 


How Distributor Launched Aluminum 


Siding Program to Retailers 


believe that the slogan on the Bird 
siding—‘Made by Alcoa’—will be well 
accepted by both builders and con- 
sumers.” 

McGowan Lumber Co. also sells al- 
uminum louvers and guttering. 





R. F. (BOB) McGOWAN, left, heads dis- 
tributing company which supplied alu- 
minum siding to dealer J. T. McKelvey, 
Rural Vailey (Penna.) Lumber Co., right, 
above. 
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Aluminum Siding 






Illinois lumberman sells his own “'H.E."’ aluminum siding for 


new homes and for home improvement jobs. 


BARTONVILLE. ILL. 


ILBUR H. LAUTERBACH, 

president, H. E. Lauterbach 
Lumber Co., has his own solution to 
the problem of proper installation of 
aluminum siding. He sells his own 
brand only to qualified contractors, 
then supervises the job to avoid pit- 
falls. 

“Quite some time ago I decided the 
building materials dealer was over- 
looking a good bet, by letting the ap- 
plicators grab off all the aluminum 
siding business,” recalls Lauterbach. 
“After all, it is a building material 
that a lot of people seem to like. So I 
determined to do something about it.” 

Arrangements. Although the ar- 
rangements took time to complete, 
Lauterbach finally signed a deal with 
an aluminum siding manufacturer to 
produce the material for his firm under 
the brand name “H.E.” Lauterbach. 
He had stickers made under company 
colors advertising “this finest grade, 
heavy gauge baked enamel aluminum 
siding made expressly for H.E. Lau- 
terbach Lumber Co. where there is a 
material difference” (see illustration). 

Six jobs were sold almost immedia- 
tely. One used “H.E.” aluminum sid- 
ing exclusively on five new homes, in 
addition to a remodeling job. 

“This may be the breakthrough in 
expanding the aluminum siding market 
around here,” comments contractor 
Carl Wiley. “I put up these houses to 
be sold at $13,500 including land. I 
expect to make a nice profit on them. 
All but one were sold even before I 
completed the interiors.” 

Prompting. As building commission- 


er for the small town of Bartonville, 
Lauterbach’s interest was aroused aft- 
er approving $10,000 worth of alumi- 
num siding home improvement jobs in 
a two week period. He thought: this 
indicates the retail lumber dealers are 
certainly missing out on a lot of vol- 
ume. All the materials were pur- 
chased in another area. 

“Now they’ve ironed the kinks out 
of aluminum siding,” Lauterbach says, 
“we can use the material for new 
home building. People like the idea of 
limited upkeep of new colored insu- 
lating aluminum siding.” 

Profit item. Lauterbach began sell- 
ing aluminum siding in September. 
Two weeks later Lauterbach Lumber 
Co. had sold eight jobs at a net profit 
of almost 50%. 

“Next spring we'll launch a full-scale 
sales promotion campaign on home 


RESIDING JOB sold 
by Bartonville,  Iil., 
dealer, using private- 
brand aluminum sid- 
ing, aluminum combi- = 
nation windows and 
doors and trim. Carl 
Wiley was contractor 
on the £2,500 job. 
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4 HE.” Siding 


THIS FINEST GRADE, HEAVY 

GAUGE BAKED ENAMEL 

ALUMINUM SIDING MADE 
EXPRESSLY FOR 

#. E. Lauterbach Lumber Co. 

“Where There 12 a Material Difference” 


























LABEL FOR PRIVATE-BRAND of aluminum 
siding made for Illinois dealer. 


NEW HOMES with aluminum siding sold 
by Lauterbach Lumber Co. 


Dealer's Private-Brand Siding is a Hit 


improvements using aluminum siding,” 
declares Lauterbach. “Contractors are 
passing up a lot of business right under 
their noses.” 

Likes wood. Lauterbach, noting that 
he will still always promote wood, 
thinks preprimed siding is a “good 
item.” However, he suggests, the lum- 
beryard can’t become a_ one-stop 
building materials center if it doesn't 
carry all products that people want. 

“There is a trend all over,” thinks 
Lauterbach, “for homeowners to avoid 
as much home maintenance as pos- 
sible. That caused us to really look 
into the aluminum products.” 

Problems. The trouble up to this 
time, Lauterbach says, is that the 
wholesalers have been selling alumi- 
num siding directly to the applicators 
at the same price they charge the 
building materials dealer. This was 
poor business practice, he says. 

“That made it impossible for the 
trained contractors to compete,” he 


(continued on page 112) 
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Installation Manual for Aluminum Siding 


PITTSBURGH, PENNA.—A 44-page 
aluminum siding installation manual 
has been produced by the Aluminum 
Company of America. 

The reference manual has more than 
100 illustrations. It tells builders and 
contractors how to install aluminum 
siding, both insulated and uninsulated 
horizontal 8” siding and vertical sid- 


ing. There’s also data on accessories 
and how to achieve special effects. 

In addition, the manual contains 
information on tools for application, 
estimating, preparing the house and 
cutting siding panels. 

“If these procedures are followed, 
dealers should have no dissatisfied 
customers,” said Thomas J. Lannen, 





NOVA 


Vista-Lux Panels 


with Fiberglas® reinforcement 


for a wide variety of residential, 





commercial and industrial applications 


These translucent panels—used for the control of 
light, heat, privacy and weather—have now found as 
many uses in commercial and industrial construction 
Their popularity is making buyers 


as in residential. 
more discriminating. 


Only exclusive sales features will determine whether 





residential sales manager for Alcoa. 

The manual is available for $1 from 
the five national companies which sell 
Alcoa siding—Barrett Division, Allied 
Chemical Corp., New York; Bird & 
Son, Inc., East Walpole, Mass.; Flint- 
kote Co., New York; Mastic Corp., 
South Bend, Ind., and Philip Carey 
Manufacturing Co., Cincinnati, Ohio. 





PRIVATE-BRAND SIDING 
(begins on page 100) 





explains. “After the lumber dealer 
took his normal markup, the contrac- 
tor’s price was way out of line. So 
they lost the business.” 

Lauterbach thinks he’s helped area 
contractors solve the problem. By get- 
ting trained through manufacturer- 
wholesaler efforts and buying alumi- 
num siding from Lauterbach Lumber 
at reasonable price, they can success- 
fully compete. 

“Formerly we advised owners of 
very old houses to completely strip 
off worn siding and reside.” points 
out Lauterbach. “We'll still recommend 
that practice. But with the trend to 
less upkeep and desire for complete 
cornice and casing covering, along 
with siding, we can also advocate al- 
uminum materials for home improve- 


you make average or big profits in this department. 
Nova Vista-Lux Panels have three important features 
of this type: BONDED-IN COLORS—for improved 
color fastness; VISTA-GLAZE FINISH—for extra 
weather resistance; HEET-BLOX—a special ingredi- 
ent that blocks up to 92% of infra-red rays. (The 
percentage varies according to color used.) 

Nova Vista-Lux is available with corrugations from 
1%” x 4” to 4.2” x 1%6"—widths from 26” to 42”— 
lengths from 8’ to 12’—and a total of 12 colors. Also 
in flat sheets from 24” to 44” in width and 8’ to 12’ in 
length. The flat sheets are particularly well adapted for 
shatterproof, industrial glazing and skylighting. The 
Nova Vista-Lux line includes all necessary accessories 
for application. 

An important new addition to our line is the flat 
CRYSTALIFE pattern—colorful and highly decora- 
tive. A wide variety of real butterflies, leaves and ferns 
are embedded—visible from both sides. CRYSTALIFE 
is ideal for both fixed panels and movable screens. 

Use the coupon for full specifications and illustrated 
folders on this and other Nova Products. 


ment.” 

Other products. Lauterbach main- 
tains that in the next few years more 
and more aluminum products will go 
into new homes. Gutters, particularly, 
will be switched to aluminum types 
for easier maintenance, he thinks. 








New Vinyl Coating for 
Aluminum Siding 


New YorkK—A new vinyl coating 
for aluminum house siding has been 
unveiled by the Union Carbide Plas- 
tics Co. Prior to this development, 
coatings have been either alkyd or 
acrylic. 

Actually under limited distribution 
for the past two years, the new coated 
siding is now available nationally fol- 
lowing a rigorous test program. 

The siding is produced in white, 
pastel tints and in natural wood grain 
finished. A redwood vinyl-aluminum 
siding looks more like redwood than 
the tree-grown product itself, the Un- 
ion Carbide people say. 

Costs are said to be equal to painted 
wood siding. The vinyl coating has a 
soft sheen. It is claimed not to crack 
or flake if the coated aluminum is 
bent sharply. 

Among the fabricators using the 
new vinyl coating on their aluminum 




















Nov. SALES Send the literature and/or specification data checked: siding are Hastings Aluminum Prod- 

Nova Vista-Lux (Fiberglas®-Reinforced) Panels ucts, Inc., Hastings, Mich.; Security 

*Trenton 3, N. J. H Nova Shakes and Shake-Panels Novafold Doors Aluminum Co., Detroit; Solmica, Inc., 

A: Wiiglly quned oa Novaproofing (for waterproofing concrete and masonry) St. Louis; Brixite Mfg. Co., South 

subsidiary of $ ESE ig SS Ta otk” Sa a einer eS Kearny, N.J.; Reynolds Metals Co., 

Homasote Company Richmond, Va.; Seaman-Andwall Co., 

‘ie RE ER MMMM pk Peer aaed eae Een, acs bs ved Cees capeeseeseus Ixonia, Wis. and Lumaside, Inc., Mil. 
Ltd., 224 Merton St., Toronto 7, Ont. IG es gas ov ued ible ey ZONE... STATE.......... M-7 waukee, Wis. 
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Aluminum Siding Moves Into Dealer Distribution 


Small-town success: 


50% Net on Installed J 


$1,650 ALUMINUM SIDING remodeling job by Havana Lum- 
ber Co., Pekin, lIll., gleams in the sun. Note aluminum louver 
in the gable, gutters and combination storm windows and 
doors on house. 


PEKIN, ILL. 

“As soon as the contractors start moving and learn how 
to properly apply aluminum siding, we'll take over both 
the new construction and home improvement market in 
this material,” says Si Piscaglia, president of Havana Lum- 
ber Co. 

The Pekin dealer has already corraled eight lucrative 
jobs for aluminum siding. He looks for more business in 
this line next year. 

On one recent home improvement job, where the appli- 
cation crew was supervised by Piscaglia, Havana Lumber 
earned a 50% net profit. In the $1,650 residing and porch 
remodeling job, labor cost $425 and materials sales totaled 
$1,225. Some 15 squares of aluminum siding plus trim 
and ornamental iron were sold for the job. 

“We've handled various aluminum products for about 
18 months now,” Piscaglia said. “Even though competition 
is rough, there is a good market for aluminum here. | 
figure there’s about $60,000 a month business in home 
improvements around here.” =k 

Problem. Biggest drawback to selling aluminum siding, 
says Piscaglia, is the distribution system. He feels that 
mistakes have been made in bypassing normal channels. 
However, Si sees signs of improvement. 

“Buying in truckload lots for quantity discount is the 
only way to make money in aluminum siding,” he de- 
clared. “As soon as application crews are properly trained 
in this area, the building materials dealers will really raise 
their profits and sales.” 


Dealer's First Aluminum Siding Sale Nets $1,100 


CARMI, ILL. 


Although White County Lumber Co. 
is a progressive firm, lack of enthu- 
siasm on the part of homeowners and 
contractors kept the yard out of the 
aluminum siding business until Octo- 
ber of this year. Applicators who had 
fast-talked their way through south- 
eastern Illinois had left a bad taste in 
everybody’s mouth. 

“I’m an old stick man myself,” ex- 
plained G. H. Racster, co-owner, “so 
I wasn’t too enthusiastic about the 
material.” 

However, White County Lumber de- 
cided to take on an aluminum line 
when it was offered in various colors. 
Two experienced contractors learned 
how to estimate and apply the metal 
material. 

“People seem to like the idea of 
minimum upkeep,” said Racster, “so 
if the customer demands aluminum 
siding, we're ready to give it to him.” 

White County’s first job was in 
Grayville, Ill., remodeling an old home. 
The structure was completely resided 
using 30 squares of aluminum and 
trim. Combination storm windows and 
doors were also installed 

Total job cost was $2,800 and the 


materials. 


dealer netted $1,100 on the sale of 


“That job served as an advertise- 
ment for us,” Racster said. “It has led 


to several inquiries, and I expect at 
least two more jobs in that neighbor- 
hood. I think the home improvement 
business is on the upswing here now.” 


FIRST ALUMINUM SIDING job sold by White County Lumber Co. 


December 5, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





— manufacture and sell my ow’: 


of ALUMINUM storm doors and 





RIGHT YOU ARE E 1: auminum storm door 


and window business is too big to ignore—too big to fight. Consumer and builder 
acceptance continue to shoot up... generating an ever-expanding market poten- 
tial. That's why so many alert, aggressive building material distributors are going 
all out— going Kelco—to capture their share of this highly profitable business in 
their own trading areas. ‘‘Lost sales’’ become a thing of the past...for as a Kelco 
Fabricator you can meet and beat the challenge of competition on all fronts— 
pricing ...service...quality...completeness of line. Get all the facts, now! You'll 
find the Kelco program of lineal fabrication one of the best moves you ever made! 


The Keico Pian of Lineal and KD Fabrication enables you to become your 
own manufacturer of a complete line of storm doors and windows with minimum extru- 
sions and components. Jalousies from KD components, and aluminum thresholds are 
also included in the Kelco lineal program! 

As a Kelco Lineal Fabricator you manufacture where your market is. . . offering 
a complete line of first-quality aluminum storm doors and windows without expensive 
inventory or manufacturing costs! 

Kelco Supplies Everything You Need. Low-cost tooling, engineering help, 
financing, technical field assistance, sales and merchandising aids, full factory support— 
the whole package! Tooling is simple, inexpensive because of Kelco’s exclusive, simplified 
lineal techniques. No “‘special-skills” labor required, and Kelco helps you train in its 
own factory-school! 


NOW YOU CAN MANUFACTURE WHERE YOUR MARKET IS! 





Picture Windows Two and Three Storm Doors dalouste Doors 
Vertical Windows Horizontal Glide Windows Track Tin Windows seen yg ithe ea 


December 5, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Check the many other ways 
it pays you to become a 
Kelco-franchised Fabricator! 


Bigger profits! As your own fabricator, 
you pocket the manufacturer's profit! 
Better competitive position! Yow protect 
your profits against competitive price- 
cutters! Better customer service! You 
manufacture where your marketis... 
give customers anything they want, 
faster, from your own shop! No expensive 
inventory! Kelco warehouses all the ma- 
terials you need...no costly tie-up of 
capital in inventory! You control quality! 
As your own manufacturer, you control 
quality of products you make! 


Or you can become a dealer 


... buying from a Kelco-franchised 
Fabricator in your area. You benefit from 
big savings, longer profits, speedier deliv- 
eries. You sell a better product for less, 
at higher profit. Many other advantages. 


MANUFACTUI ERE | 
3 sicctsy Paget orrdl iN 
SEND COUPGH TODAY! 
Ava : i a a ty 
eeese @eeeeeeenseneeoeeoeoeeeee eee eee * 


KELCO DIVISION, Wells Aiuminum Corporation, 
1230 Henry Street, North Liberty, Indiana. 


Rush full details on Kelco Lineal Fabrication Program. 
| am interested in [1] Fabricating [] Dealership. 


NAME 


ADDRESS___ - 


DIVISION OF WELLS ALUMINUM CORPORATION, NORTH LIBERTY, INDIANA 
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IOWA DEALER DOESN'T TRUST RABBIT’S FOOT- 
HAS SOLID PROGRAM FOR SELLING FLOORS 


Armstrong Floors 
selling better than ever for 
Consumers Lumber Company 


Spirit Lake, lowa—When some of his associates 
learned of the big sales and excellent profits Mr. Fred 
Weber was making selling Armstrong Floors, they 
were skeptical. They said he must carry a rabbit’s foot 
in his pocket. He replied that he never trusted to luck 
when it came to flooring profits because he had studied 
his market and worked out a program for selling. 


Complete line of floors 


Mr. Weber went into the resilient flooring business 
in 1947 in order to fill out his line of building products. 
He decided to feature the Armstrong line exclusively. 
There were several reasons for this: first, the Arm- 
strong name was the best established in the industry; 
second, Armstrong offers the only complete line of re- 
silient floors; and third, Armstrong flooring products 
are easier to sell because they are backed by the great- 


est amount of national advertisinge ....  * * 


Mr. Weber displays the Armstrong name outside his 
Consumers Lumber Company in Spirit Lake, Iowa. 





Mr. Weber believes that display is one of the most 
important factors in good selling. He has plenty of 
goods where customers can see them. 


Display an important selling tool 
When it comes to display, Consumers Lumber never 
leaves anything to luck, either. Bob Berquist and Chick 
Weber get the goods out where the customer can see 
them. And do-it-yourselfer walk-in traffic that starts at 
the eye-catching floor display often sparks orders for 
complete remodeling jobs. 


Advertising pays off 


Mr. Weber is a firm believer in the power of local 
advertising. He uses direct mail and radio for special 
promotions and he places regular weekly newspaper 
ads, often featuring Armstrong Floors. 


Credit and service 


The last point in Mr. Weber’s selling program is the 
way he makes his customers feel lucky. He gives credit 
and offers complete home improvement services. This 
not only increases the size of orders, but also makes for 
satisfied customers. He finds that quality products like 
Armstrong Floors make his home improvement service 
particularly attractive. 

A look at the profits on floors at Consumers Lumber 
Company will show why Mr. Weber is pleased he 
doesn’t trust to luck. His profits on floors are 36% of 
gross, well above the average he obtains from other 
lines of building products. 
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(Advertisement) 


Flooring wholesaler trains 
salesmen for Mount Hood Supply 


Portland, Oregon—“Since we've con- 
centrated on Armstrong, the volume 
in our flooring department has more 
than tripled,” states Mr. Don Corkum 


Armstrong point-of-purchase sales aids 
are used effectively to sell tile right 
from a stock on the showroom floor. 





of Mount Hood Supply Company. 
“And I'd have to credit a lot of that 
success to the training our salesmen 
received from our Armstrong flooring 
wholesaler.” 

Mount Hood Supply used to stock 
odd. léts of various types of flooring 
products. Mr. Corkum, the owner, 
realized that he could make bigger 
profits and offer customers better serv- 
ice if he concentrated on one brand. 
He chose Armstrong largely because 
of the extent of Armstrong national 
advertising and because his Armstrong 
wholesaler, Wm. Volker & Company 
of Portland, -ffered to help train sales- 
men. 

The wide selection of colors and 
patterns in Asphalt and viny]-asbestos 
Excelon Tile (over 120 combined) 
makes selling easier than it had been 
when there were only odd lots of floor- 
ing. Mount Hood keeps a large inven- 
tory on the floor and sells right from 
the carton. 





Armstrong national ads can be 
local advertising for you 


Armstrong advertising covers the 
country—including thousands of floor- 
ing prospects within shopping dis- 
tance of your yard. Full-page, full- 
color ads in national magazines feature 
Armstrong vinyl floors in attractive 


Every other Wednesday night, 20,- 
000,000 people see commercials for 
Excelon Tile on Armstrong Circle 
Theatre. 


| 
| 
| 





settings. And on Armstrong Circle 
Theatre, do-it-yourselfers see how easy 
it is to install their own floors of Ex- 
celon Tile (95% of all the TV fam- 
ilies in the country are within the 
reach of Circle Theatre). This kind of 
advertising power means sales power 
for you when you feature the Arm- 
strong name. 


Each ad, like this, for Armstrong vinyl 
floors gets the attention of millions of 
readers of top consumer magazines. 
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NEW PRODUCT NEWS 











Multicolored glitter 
in vinyl-asbestos 
Excelon Tile 


The latest thing in floors is a start- 
ling design effect in Armstrong Cen- 
tennial Excelon Tile. It features multi- 
colored metallic accents embedded in 
areas of clear vinyl. Joining the reg- 
ular styling in Centennial Excelon Tile, 
already a fast mover in the do-it-your- 
self market, this new addition prom- 
ises to be an even hotter item, (One 
retail chain purchased 4,500 cartons 
of the new styling right off the bat!) 


This exciting new styling effect is 
available in six colorings, 9” x 9”, 
service gauge. 


No other flooring material has ever 
combined so many colors in sparkling 
metallics. Now you can sell the beauty 
of the most expensive sheet flooring 
in a low-cost “you-can-install-it-your- 
self” tile. 





QUALITY CORNER 





High gloss is important 


High gloss is an important floor- 
ing sales point—to both your 
builder customers and your 
walk-in trade. Unusually high 
gloss means finished jobs with 
greater customer appeal. 

The superior gloss of Armstrong 
Asphalt and Excelon Tile is 
ironed on by two sets of mirror- 
smooth calender rolls, bright- 
ened by large buffing brushes, 
and frequently checked with 
gloss meters. To see the results 
of this careful quality control, 
just pick up a piece of Arm- 
strong Asphalt or Excelon Tile. 
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York, PENNA. 

EW USES for aluminum sheets 

are being found every day, says 

Thomas J. Ream, president of Union 

Roofing & Paper Co., wholesale dis- 
tributors. 

“Sales are climbing steadily in our 
aluminum panel department, including 
sales to lumber dealers,” Ream re- 
ports. 

The York wholesaler erected a spe- 
cial storage shed to accommodate the 
50” 24” aluminum sheets from Alcoa. 
Sales manager William Fields holds 
one of the jumbo panels in scene 
above. a 

A vertical traveling saw is mounted 
under the shed’s roof extension for 
cutting the long sheets. The flexible 
panels are stored flat on “shelves” 
which are accessible at the end of the 
shed through sliding doors. 

Siding. Union Roofing’s newest al- 
uminum line for retail dealers is Al- 
side baked enamel siding. “Our vol- 
ume on siding was well over $300,- 
000 for the first six months of this 
year,” Ream said. 


Wholesaler Builds Special Shed ance comoa sais aoe 
include Arnold Lumber & Supply, 


-Si ; ed Lion, 5 
For Jumbo-Sized Aluminum Sheets Ret Lim, Feo: Hawiey Come.) 


Lumber Co., Westminster, Penna.; 


Lumber dealer interest in aluminum sheet sales and aluminum Good Lumber Co., Quincy, Penna. and 
siding is taking hold, says Pennsylvania jobber. aoag sh ga Center... Coammbers- 


NEED A 
GOOD USED TRUCK? 


Now’s the time to make your selection of 














the exact used truck model you need. Mack 
branches and distributors get top-notch trade- 
ins—some in almost new condition—and all 
with lots of profitable hauling in them. When 
you come in, bring your mechanic along and 





really go over these high-value vehicles. You'll 
find, as others have, that for used trucks that 








give repair-free operation, lasting economy and 
far longer life, the place to look first is at your 
Mack branch or distributor. Mack Trucks, Inc., 
Plainfield, New Jersey. 


Add to your profit picture: suggest 
MACK “SCOTCH” BRAND Masking Tape 
A with every paint sale. 
headquarters for the finest m “SCOTCH” 1S A REGISTERED TRADEMARK OF THE 3M CO, 


USED TRUCKS Demers Noone oe oreo =D 
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new PRODUCTS 


ALUMINUM IN BUILDING 


Specifications and Market Data on Products You Can Sell 





Gable End Trim Cuts Costs 


Gable end trim for aluminum siding 
saves contractors 30% of normal cost of 
siding panel for the same job. It also 
saves 36’ of channeling cost, plus labor 
time for extra cutting, per gable. Its main 
purpose is to cover 1x2 molding around 
gables, dormers, eaves. 

et data. Koverlum gable end trim 
retails at 38¢ per square foot. Dealer 
discount on sales price is 33%3%. Mini- 
mum dollar investment for dealer is $300. 
Sales aids include pictures and mechani- 
cal drawing. U. S. Aluminum Siding, 
Dept. AL, 10551 W. Anderson, Franklin 
Park, Ill. 

Circle No. 201 on Handy Cover Card 


} 


Has New Window Trim 


A new aluminum window trim may be 
used with aluminum or other types of 
exterior siding. It’s produced in three 
size faces of 142”, 2” and 2%” with 
pocket designs in increments of ¥%” from 
4” through 1”. Trim is available in any 
of Lifeguard’s 10 colors; special colors on 
request. 

Market data. Window trim is available 
direct from maker. It’s packaged 30 
pieces per carton. Minimum requirement 
for a dealer is 500 pieces. Write for 
specification sheet No. 3. Lifeguard In- 
dustries, Dept. AL, 2425 Gilbert, Cin- 
cinnati 6. 
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Soffit Ventilator 


New design of Under-Eaves Ventilator 
is said to offer 17% greater free area. 
The all-aluminum ventilator has round 
corners and 4%” openings. Two sizes are 
available. 

Market data. List prices are 31¢ each 
for the 16” x 4” size; 44¢ each for the 
16” x 8” size. Both sizes are ideally 
suited for fast, easy installation. They 
are packed 144 per carton. Also avail- 
able 12 per carton. For literature about 
the new Model No. 624 Under-Eaves 
vent, write Leigh Building Products, Div. 
of Air Control Products, Dept. AL, 
Coopersville, Mich. 
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Prime Awning Window 


Called Syncro-Lok, a new 
aluminum prime awning unit 


has automatic vent locks, 
full “I” ventilator sections, 
integral fin trim, prepunched 
nailing flange for easy in- 
stallation and vinyl seal. 
Available in 35 standard 
sizes or custom widths. The 
above unit is $54. Write for 
catalog sheet. Mid-States Al- 
uminum Products, Dept. AL, 
15526 Dale, Detroit. 
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Color Trimmed Unit 


The new WeatherBan De- 
luxe aluminum  storm-and- 
screen combination window 
has triple channel and is 
self-storing. Rounded color 
panels of aluminum snap in- 
to its exterior frame. Retail 
ag range from $11.95 to 

19.95. Dealer’s retail mark- 
up on cost is 3344%. From 
the Building Products Div., 
Cupples Co., Dept. AL, 100 
W. Douglas, St. Louis. 
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Sill ’n Threshold 


All-in-one aluminum Sill 
’n Threshold eliminates need 
for a “sleeper” in concrete 
or terrazzo floors, notching 
wood floors or chipping con- 
crete slabs. Companion items 
for complete weather-sealing 
are Dor-Stop and Dor-Bot- 
t'm. A 32” Sill ’n Threshold 
retails for $4.31; 36”, $4.94. 
Literature is available. Com- 
bo Mfg., Dept. AL, 3327 
Winthrop, Fort Worth, Tex. 
Circle No. 206 on Handy Cover Card 
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Magic-Counter-Cover 
A _ self-adhering vinyl 
“top” material is made with 
Alcoa aluminum foil. Named 
Magic-Counter-Cover, it is 
scuff and heat-resistant, easy 
to use. Just cut to size with 
scissors and apply. In 28 pat- 
terns. It retails at $1.59 per 
yard 27” wide. Dealer sales 
aids include display racks, 
booklets and swatches. Syn- 
thetic Fabrics, Dept. AL, 65 
Main, Springfield, Mass. 
Circle No. 207 on Handy Cover Card 
(continued on page 120) 
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New Aluminum Products 


(begins on page 119) 





Screws for Aluminum Products 


The need of predrilled holes is said to 
be eliminated by a special new line of 
screws developed for aluminum windows, 
doors, awnings, carports and patio col- 
umns. Known as Uni-Point, the screws 
are made of bright hardened Type 410 
stainless steel. All have an extremely 
hard needle point. It takes a minimum 
of pressure to drive the screws. 

Market data. Uni-Point screws are 
available in various sizes and head styles 
—acorn washer, indented hex, Phillips 
and slotted. No special tools are re- 
quired to drill Uni-Point screws into al- 
uminum structures, says maker. Univer- 
sal Screw Co., Dept. AL, 2401 Brummel 
Place, Evanston, Ill. 
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Installs in 20 Minutes 


Tek-Bilt Div. has available a pre-hung 
aluminum combination door which any 
homeowner can install in just 20 min- 
utes using only a screwdriver. Door is 
preset into a frame, which is then in- 
stalled simply by putting screws through 
predrilled holes in frame and driving 
them into the prime door woodwork. 

Market data. Door is packaged in a 
white corrugated carton with pictorial 
instructions printed on outside. Instruc- 
tion sheet also is inside carton along with 
all hardware. For folder, write Win-Chek, 
Dept. AL, Moonachie, N. J 
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Siding Cutter 


A new aluminum siding cutter for 
plain or foam-backed siding is specifi- 
cally designed to make clean factory- 
like square cuts without distorting the 
siding. Called the Model K1 Cam Action 
Aluminum Siding Cutter, it is portable, 
ready for instant use. 

Market data. Model Ki retails for 
$77.50, complete with horse. Removable 
legs allow unit to be carried via auto- 
mobile or truck. Hardened steel blade 
and shear edges cut square without a 
squaring line. It is adjustable for manu- 
facturing variations in popular brands of 
8” siding. A dealer need buy only 
one. RJS Products, Dept. AL, 283 E. 
Waterloo Rd., Akron 19, Ohio. 
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Leg Frames 

A lightweight and strong sawhorse can 
be erected with new folding aluminum 
leg frames. Legs clamp onto a 2x4 or 
2x6 board to form a sawhorse and are 
folded for storage and easy transporta- 
tion. The heavy-gauge aluminum leg 
frames can support 2,000 pounds. 

Market data. Set No. 1, containing 
four leg frames of 24” height, retails for 
$11.35. Set No. 2, containing four leg 
frames and extensions to raise to a height 
of 30”, retails for $15.90. Trojan Prod- 
ucts Corp., Dept. AL, 1131 East 25th 
St., Indianapolis 5, Ind. 
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Roofing & Siding Accessories 


New accessories for Kaiser’s Diamond- 
Rib and Twin-Rib roofing and siding 
include outside and inside corners, roof 
and gable edging. They make it possible 
to neatly trim any application of the 
versatile roofing and siding products. 

Market data. Accessories are available 
from Kaiser wholesalers. Diamond-Rib is 
principally used for new construction, be- 
cause of its strength, over wide purlin 
spacings. Twin-Rib is ideal for reroofing 
and residing or for new construction 
where existing .019 standard corrugated 
or V-crimp roofing products are being 
sold. Kaiser Aluminum & Chemical 
Sales, Dept. AL, 300 Lakeside Drive, 
Oakland, Calif. 
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Railings and Columns 


A new line of aluminum railings and 
columns is announced by Versa Products. 
Strong, fluted design of newel posts with 
cast cap affords interlocking joints for 
snap lock assembly. Snap lock joining of 
spindles to rails eliminates gap. 

Market data. All parts are packed in 
cardboard carton for take-home selling. 
Dealer sales aids include ad mats, liter- 
ature and free display unit shown in 
photo above with initial order. Compact 
unit occupies two square feet of floor 
space and has literature rack. Versa 
Products Co., Dept. AL, Lodi, Ohio. 
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C773 me 


“HEAD START” - 


on 1961 Profits — & 


WITH SECURITY’S PERM-ENAMELED 
COMBINATIONS AND SIDING 


SELE THIS ALL NEW LINE of 
QUALITY WINDOWS, DOORS and 
SIDING at FULL PRICE—FULL PROFIT 


r 7 

be way ahed@ of competition in both 
duct and profits when you handle Secur 
new ne f white enameled aluminum 


on windows, doors and siding 


eir exclusive Perm-Enameled § finish 
ity-bonded before fabrication — will not 
Beauty Bonded chip, peel or blister. Their patented *Roll- 
Completely Formed Tubular Construction extra ridged 
Weatherstripped! ind rugged makes them distortion-free and 
Exclusive RFT iba . easiest of a 


Construction! 


Il to operate. 

Don't fail to investigate this. really new 
Ready to profit-making opportunity from the 
Install! ) world’s largest. manufacturer of Roll- 
Prompt Delivery 4 Formed aluminum combination windows, 
from Detroit, Mich doors and siding. 

& Rutherford, N.J 


Send today for free sample, surprisingly low prices! 


AL 1260 


Security Aluminum Company 
385 Midland Avenue 

Detroit 3, Michigan 

Yes Sir! 


SECURITY Please send me a free sample of your new white line, 
ond complete prices. 


ALUMINUM COMPANY 


M J Ay 


Name — 
2 Mich 
Address — 


City 
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New Aluminum Products (begins on page 119) 





Four-Inch Siding 


Four-Inch Horizontal is 
the newest member in Al- 
coa’s siding line. It combines 
two four-inch wide clap- 
boards on each siding panel. 
The panels are available in 
six decorator colors. They 
will cover any type of sur- 
face permanently: wood, 
stucco, shingle and concrete 
block. For literature, write 
Aluminum Co. of America, 
Dept. AL, 1501 Alcoa Bldg., 
Pittsburgh 19, Penna. 
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Metal Window Ease 


A new liquid magic that 
works wonders with metal 
windows that won’t work is 
called Cinch Metal Window 
Ease. It is bottled in a 
translucent squeeze dispen- 
ser with turret spout that 
directs chemical into alumi- 
num or steel window and 
door channels. Cinch is 
packaged in 98¢, 6-ounce 
dispensers, 12 to a counter 
display. For literature, write 
Dynamic Chemical Co., 
Dept. Ai, 263 Main, Dan- 
bury, Conn. 
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Prepackaged Door 


A new aluminum combi- 
nation storm and _ screen 
door is prepacked in e re- 
shippable, easy-to-handie 
carton. Hardware is guar- 
anteed and the consumer is 
furnished with a returnable 
registered guarantee. Door 
is offered in four series: De 
luxe, Skyliner Economy, 
Jalousie and Self-Storing. All 
models are available as pre- 
hung. Mallard Mfg. Co., 
Dept. AL, Lincoln Highway, 
Penndel, Penna. 
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Door Seal 


No. 900 Door Seal is an 
adjustable aluminum and 
vinyl extrusion that adheres 
to the bottom of door. It 
reduces labor costs by elim- 
inating the need for shim- 
ming threshold or shaving 
door for a precision fit. 
Door Seal may be adhered 
to a door that is already on 
its hinges. It also seals a 
hollow metal door. Avail- 
able from wholesaler or mak- 
er. Gossen Weather Strip 
Corp., Dept. AL, 2030 W. 
Bender Rd., Milwaukee 9. 
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Basement Jalousie Window 


A new basement jalousie window ready 
for installation is announced by Regal 
Products. The aluminum unit also in- 
cludes glass and screen. It is completely 
assembled, packed one to a carton and 
marked as to size. 

Market data. Retail prices begin at 
$10.95 for a three-louver window. The 
windows are available from lumber and 
building supply distributors or direct 
from manufacturer. Dealer sales aids in- 
clude specification sheet, envelope stuf- 
fer and a counter display shown in 
photograph above. Sign on display lists 
sizes and prices. Regal Products Corp., 
Dept. AL, 700 Angeneese St., Harrisburg, 
Penna. 
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Horizontal Sliding Window 

Ware’s new aluminum horizontal slid- 
ing window has nylon roller at the sill 
to assure smooth operation and nylon 
guides at the head of the vent for posi- 
uve weathertightness. Framing is inte- 
gral fin type and a nailing groove is in- 
cluded for easy installation. 

Market data. No exterior trim is re- 
quired for any type installation. Win- 
dows will receive single or double strength 
glass. Windows are completely weather- 
stripped. Continuous por pulls are in- 
stalled at both jambs. Press-in type glaz- 
ing bead is provided for tight seal and 
for easy reglazing. Ware Aluminum Win- 
dows, Dept. AL, 3700 N. W. 25th St., 
Miami, Fla. 
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Easyfit Railings & Columns 


A new line of adjustable aluminum 
railings and columns will be marketed 
under the brand name of Easyfit. An 
octagonal newel post gives strength to 
the line. Spindles are twisted to supply 
greater strength and have a modern ap- 
pearance. 

Market data. Complete 3’ and 5’ 
Easyfit railing sections, columns and ac- 
cessories are packed individually. Retail 
price is about $3.30 per foot; retail 
markup on cost is 50%. The new line now 
is available from building supply and 
hardware distributors. Sales aids include 
displays, ad mats, catalog and literature. 
Locke Manufacturing Co., Dept. AL, 
Lodi 21, Ohio. 
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Aluminum Sliding Doors 

A new DorWal aluminum sliding door 
line is available in full range of sizes and 
design. New finish, screen and futuramic 
hardware are offered along with new 
standardization techniques. 

Market data. Salesman’s samples, cuta- 
ways, brochures, testimonial letters and 
installation listings and photos are pro- 
vided as sales aids. Details from Acorn 
Aluminum Product Co., Dept. AL, 21750 
Hoover Rd., Warren, Mich. 
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Double-Glazed Sliding Door 
Aluminum unit reduces assembly time 
due to elimination of an adapter and parts 
previously needed, maker states. An ex- 
truded aluminum frame contains wide 
channel to accept the double glazing. 
Doors have wide iin-trim for Western 
frame and stucco-type home. Manufac- 
turer ships nationally, including Alaska, 
sells through dealers. Daryl Products 
Corp., Dept. AL, 7240 Northeast 4th 
Ave., Miami 38, Fla. 
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Roof Ventilator 


An aluminum Vent-a-Ridge is available 
in 8’, 9’ and 10’ lengths, can be com- 
pounded to any length for maximum at- 
tic ventilation. It has 18 square inches of 
free area per lineal foot, is stain and rust- 
proof. 

Rain and snow protection are provided 
by 4%” reversed louvers on the underside. 
Unit has vinyl end plugs, is said to last 
the lifetime of the house. Details from 
i Products Co., Dept. AL, Princeville, 
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How 
Richardson 
Dtianlecumveltiie 
an automatic solution 
to their billing 
problem 


Ordinary billing methods just couldn’t do the job for the 
Richardson Lumber Company, Denver wholesalers. The billing 
department often fell three or four days behind. Customers lost 
time-limited discounts on direct shipments. 

The solution: Automated biiling with a Friden Model CTB 
Computyper.® This machine does all billing figurework automati- 
cally, as the operator types up the bill. Pre-calculation, check- 
ing and transcribing are eliminated. Speed and accuracy go up, 
costs go down. Using the CTB, Richardson now bills all sales 
within 24 hours. And one girl on one machine does it all. 


Perhaps a Computyper could solve your own billing problem. 
Ask your local Friden Systems Man for complete information. 
Or write: Friden, Inc., San Leandro, California. 


THIS IS PRACTIMATION: Automation so hand-in-hand with 
practicality there can be no other word for it. © 1960 rmioen, in 


2 ride 


SALES. SERVICE AND INSTRUCTION 
THROUGHOUT THE U.S AND WORLD 
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Cost-Cutting Soffit System 

A new soffit system said to be the 
simplest and most economical method of 
finishing eaves and gable ends is an- 
nounced by National Rollex Corp. It has 
aluminum soffit with baked enamel white 
finish; ventilation to exceed all FHA 
and VA requirements for soffit ventila- 
tion; V-jointed for appearance; modular 
design of 6” wide x 8’ long panels; 
minimum cutting on job; simple installa- 
tion and no exposed nailing. Called Vee- 
Alum, the soffit system is ideal for re- 
modeling or new construction, says 
maker. 

Market data. Literature and price lists 
may be obtained by writing to maker. 
National Rollex Corp., Dept. AL, 1890 
Lunt Ave., Elk Grove, IIL. 
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Raylon Garage Door 

The new Raylon garage door is con- 
structed of lightweight aluminum and 
fiberglass. It is available in three beauti- 
ful colors to harmonize with any home 
decor: Nile Green, Desert Tan and 
Dover White. 

Market data. Raylon Garage Door car- 
ries a one-year guarantee against defec- 
tive workmanship and matsrials. It is of- 
fered in standard sizes, 8’ x 6'6” to 
16’ x 7’, with heavy-duty galvanized 
hardware, normal headroom 12’; with 
Raynor Converti-Kit, 3” headroom in- 
stallations are possible for both one and 
two-car doors. The door now is available 
from distributors. Cooperative advertis- 
ing allowances are available to dealers. 
Raynor Mfg., Dept. AL, Dixon, Ill. 
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Expands Sliding Door Line 


Arcadia Metal Products has expanded 
its Series 150-aluminum siding glass door 
line to accommodate %” insulating 
glass and to provide three and four-panel 
doors with single or double glazing. 
Designated Model 152, the new unit is 
designed for northern climates and 
heavy-wind exposures where 4%” double- 
glazed insulating glass is required. 

Market data. The new model is avail- 
able in 12 size and type variations, rang- 
ing from 2-panel single-slide doors 5’10” 
wide up to 4-panel double-slide doors 
15’74%4” wide. All doors are standard 

6’8” height and are available with either 
354” jamb or 542” jamb with integral 
molds. Arcadia Metal Products, Dept. 
AL, 801 S. Acacia Ave., Fullerton, Calif. 
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Storm Doors 


A new line of aluminum 
storm doors is being market- 
ed under the trade name, 
Caribbean. The Bahama, a 
self-storing storm door in 
the line, is shown above. A 
companion interchangeable 
storm door is named the 
Antigua. Doraire, a special 
door insert, provides light 
and ventilation. Southeast- 
ern Tool & Die, Dept. AL, 
P. O. Box 63, Powderly Sta- 
tion, Birmingham 3, Ala. 
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Insulated Siding 


Trade-named Rigid Bak- 
R-Foam, a new foam in- 
sulated sandwich-type panel 
of factory enameled alumi- 
num meets all FHA requir- 
ments for direct stud appli- 
cation in new construction. 
The cost-cutting panels do 
not require sheathing or 
building paper underlay. 
They also save on-the-job 
painting. Alsco Aluminum, 
Dept. AL, 225 S. Forge St., 
Akron, Ohio. 
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Rule Simplifies Measuring 
A new aluminum measuring rule splits distances exactly in 
half, in a fraction of a second. Designated the C-24, its mem- 
bers begin in the center of the rule, permitting user to measure 
outward in two directions. The rule lists at $2. For literature, 
write to The Fairgate Rule Co., Dept. AL, Cold Spring, N. Y 
Circle No. 230 on Handy Cover Card 


Machine-Made Aluminum Screens 


Fixed frame aluminum screens for casement, slider, panel 
and double-hung windows are being produced entirely by ma- 
chine at low cost at two Rudiger-Lang plants. The new Tru- 
frame screen has a 7/16” and 11/16” continuous aluminum 
frame; plastic spline holds stretched aluminum wire cloth un- 
der tension; all corners are reinforced. Further details and an 
actual screen section of the Tru-frame screen may be obtained 
by writing to Rudiger-Lang Co., Dept. AL, 2701 Eighth St., 
Berkeley 10, Calif. 
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Anodized Aluminum Tile Available 


Hastings Aluminum Products has added a clear, anodized 
aluminum tile to its extensive aluminum wall tile line. The 
new tile is available only in field tile sizes: 444” x 4%4” and 
5” x 5”. Special moldings and trim pieces are not available. 
For samples and details of the firm’s complete aluminum wall 
tile line, write to Hastings Aluminum Products, Dept. AL, 
Hastings, Mich. 
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At last! Modular, easy-to-erect room additions that blend into the existing structure—room additions that do 
NOT have that unsightly “tacked-on” look — BEAUTIFUL, LUXURIOUS, ECONOMICAL and loaded with 
sales appeal. Words alone can’t describe the NEW PANELFAB MARK SERIES. You'll have to see them to 
believe it. The better built, better looking MARK II and MARK III will be on display at the NEW YORK 
HIPS SHOW, FEBRUARY 1961. 


COMPARE THESE UNIQUE MARK SERIES FEATURES 


@ HONEYCOMB CONSTRUCTION — @ NO CONDENSATION PROBLEMS— 
amazing structural strength due to no metal to metal contact eliminates 
unique application of jet aircraft condensation callbacks. 


Seen ere @ FOUR DISTINCTIVE WINDOW 

@ OUTSTANDING INSULATION QUAL- TREATMENTS—storm sash with self- 
ITIES—equivalent to a 12” concrete storing screens, jalousie, awning or 
block wall with plaster gypsum and picture windows. 


rockwool insulation. 
WIDE VARIETY OF FINISHES — 

@ UNIQUE RACEWAY SYSTEMS — rainbow selection of baked enamel 

allow easy access for wiring anytime, interiors and exteriors—wood grain 

even after installation. interiors—embossed natural alu- 
@ BUILT-IN RAIN GUTTERS—part of minum, 

the roof, not an unsightly afterthought. EXPANDABLE—RELOCATABLE—of 
@ NO MULL SEAMS — new interlock course, it’s from PANELFAB, 

eliminates ugly aluminum mull seams. © EXTERIOR WAINSCOTING — hand- 
@ IDEAL FOR ENCLOSING CARPORTS, some, luxurious, non-sterile appear- 

BREEZEWAYS, EXISTING PORCHES. ance. 


® PANELFAB PRODUCTS, INC. 
PANELFAB Wy 202 se. 1c sree 


PRODUCTS, INC. 





North Miami, Florida 


Piease send information about the new MARK SERIES 0 
other profitable PANELFAB PRODUCTS 0 

Name 

Address soiling Tel. No. 


See the amazing new Panelfab Mark Il and Mark II! Feb. 11-13 
at the HI PS Show—New York Coliseum, Booth #250. 


City nla eiociveinppidliicechads Zone State 
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READ AND LEARN HOW: 


Prebuilt 
Housing 


Will Affect 


Your . 


Business 


WHETHER YOU LIKE 
IT OR NOT. 


The most comprehensive, authoritative and timely report of the 
year for building materials distributors and dealers on the trends 
in prefabrication of components and brand-name houses. In- 
cludes details of three fabrication programs by leading building 
materials and sash-and-door wholesalers. 





Don't miss this important staff report, reprinted from A.L. & 
Building Products Merchandiser. 


FIFTY CENTS A COPY 
Quantity Prices Upon Request 


Reprint Editor 

A. L. & Building Products Merchandiser 
59 E. Monroe 

Chicago 3, Illinois 


Please send me copies of the reprint, ‘’Prebuilt Housing 
Will Affect Your Business.'’ Payment is enclosed. 

a 
FIRM 
ADDRESS 











ZONE_____STATE 
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New Aluminum Products 
(begins on page 119) 








New Aluminum Windows 


Two new all-aluminum windows said 
to keep homeowners cooler in summer, 
warmer in winter are announced. Both 
double-hung all-aluminum prime window 
shown here and Glider window have com- 
bination storm sash and Thermo-Barrier 
with high-impact dry vinyl insulation. 
Information from DeVac, Inc., Dept. AL, 
5901 Wayzata Blvd., Minneapolis 16. 

Circle No. 224 on Handy Cover Card 


For more facts, use 
handy back cover 
coupon. 





Full Window, Door Line 


Included in a complete line of alumi- 
num combination storm windows, storm 
doors and jalousie doors is this Galahad 
deluxe door. Made of heavy-gauge ex- 
tended aluminum, door has double-lock 
inserts with weather caps for snug seal 
and tight joint. 

Zinc cast corner gussets reduce bend 
and sag, support door rigidly in every di- 
rection. Embossed kickplate has resilient 
vinyl cushion lock for added strength. 
Marine glazing is available and door has 
concealed piano hinge, expander frame, 
two-bar outer frame and off-center panel 
styling. Write Stephen Laurie Mfg. Co., 
Inc., Dept. AL, 917 West Ontario St., 
Philadelphia 40. 
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Promotes Sealite Insulation 


A new counter unit contains an ac- 
tual sample of Seafoil aluminum batt 
encased in cellophane. Top side of sam- 
ple shows the aluminum foil backing. 

The display package requires only 
8” x 15” of counter, shelf or window 
space. Illustrations and descriptive copy 
on the self-contained box point up ad- 
vantages of the product. Sealtite Insula- 
tion Mfg. Corp., Dept. AL, Waukesha, 
Wis. 
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Promotes Mirro Siding 


A compact aluminum siding sample 
kit, 1694” x 2314”, is especially designed 
for easy handling by dealers in selling 
Mirro siding. Samples of inside and out- 
side corners and window and door trim 
are displayed in a manner to simulate a 
completed siding job. Cutout portions 
point out insulation material and basic 
design of Mirro starter strip. Mirro 
Aluminum Co., Dept. AL, Manitowoc, 
Wis. 

Circle No. 244 on Handy Cover Card 


new SALES AIDS 


Tek-Bilt Selling Center 

This hard-working display demon- 
strates the entire Tek-Bilt line of alumi- 
num combination windows and doors, 
jalousie and aluminum siding products in 
just six square feet. Combination door 
shown in photograph above is at rear 
of display; front displays storm window 
and jalousie. A proved profit-maker, the 
unit is only a part of a profit plan 
created by Win-Chek for building sup- 
ply dealers. Write to Win-Chek, Dept. 
AL, Moonachie, N. J. 
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new LITERATURE 


Time-Saving Card——See Back Cover 


Roof Coating. A new six-page folder describes Carey Alumi- 

num Roof Coating. Easy-to-apply instructions and coverage 

capacity of both fibrated and non- -fibrated aluminum roof coat- 

ing are listed in easy-to-read form. Write to The Philip Carey 

Mfg. Co., Dept. AL, 320 S. Wayne Ave., Cincinnati 15, Ohio. 
Circle No. 247 on Handy Cover Card 


Sliding Doors. An Architect’s Manual now is available on 
Daryl Industries’ line of Patio Rama aluminum glass sliding 
doors. Section drawings of installation specifications are  in- 
cluded on separate sheets for each style of door in the line, 
from the one-slider, one-track model to the four-door multiple 
track units. Daryl Industries, Inc., Dept. AL, 7240 N.E. 4th 
Ave., Miami, Fla. 
Circle No. 248 on Handy Cover Card 
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Pre-colored Aluminum Sheets. An eight-page, fully illustrated 
booklet describes Colorweld 60, a pre-colored aluminum sheet 
used to make commercial and industrial building products. In 
the booklet are color swatches of all 20 standard colors offered 
in the line. The booklet also points out how Colorweld is 
made and where it may best be used. For copies, write to Reyn- 
a Metals Co., Dept. AL-PRD-39, Box 2346, Richmond 18, 
a. 


Circle No. 249 on Handy Cover Card 


Hand Trucks. A new folder fully details the advantages of the 
lightweight, aluminum alloy Rol-Away hand truck line. Liberal 
photographs show how the hand trucks are ideally suited for 
easy and efficient handling of all types of building materials. 
Rol-Away Truck Mfg. Co., Inc., Dept. AL, 6143 S. E. Foster 
Road, Portland 6, Ore. 
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Builders’ Digest. A handy booklet, entitled “A Builders’ Digest 
of Facts About Aluminum Building Products that Meet FHA 
Specifications” is available. The illustrated, 16-page digest, 
gives builders a review of all Alsco building products with 
special emphasis on the firm’s new Rigid Bak-R-Foam panels. 
For a free copy, write to Alsco Aluminum, 225 S. Forge St., 
Akron 8, Ohio. 


Siding Sales Kit 


A new aluminum siding kit contains 
five vari-colored samples of Security 
siding and descripiive literature. En- 
cased in simulated leather, the kit folds 
to a 9” x 15” size for convenient carry- 
ing in making on-the-job calls. When 
opened, the kit serves as a self-selling 
counter or table display. Security Alumi- 
num Co., Dept. AL, 385 Midland Ave., 
Detroit 3, Mich. 

Circle No. 246 on Handy Cover Card 
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Want to improve your chances of 
NEW SALES AIDS 


(begins on page 127) 


the best new 


E business in your 


area? Want really reliable leads— 


LSS) ? Then you need daily 


Dodge Reports f& 


— 


If you do business anywhere 
in the 37 Eastern states— 


F.W. DODGE 


fi 


CORPORATION 


Reports 


FOR TIMED SELLING 
TO THE 
CONSTRUCTION INDUSTRY 


SEND FOR 
THIS FREE 
BOOKLET 


F. W. Dodge Corporation, Construction News Division 

119 West 40th Street, New York 18, N. Y., Dept. AL-120 ‘ 

Send me the booklet: “How Material and Equipment Firms Pa 
More Business in New Construction” and let me see some typical 
Dodge Reports for my area. I am interested in the general markets 
checked below. 


(.D House Construction C) General Building 
(CD Engineering Projects (Heavy Construction) 
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Sells Lifeguard Siding 


A two-sided merchandiser for dealer 
use in selling Lifeguard aluminum siding 
and accessories measures 60” x 32”. The 
freestanding unit shows the three styles 
of Lifeguard siding in all 10 Color- 
Keyed colors. The three siding styles 
are: 8” Horizontal, Vertical and a new 
narrow Double 4 horizontal siding. The 
unit also has a built-in literature rack. 
Lifeguard Industries, Dept. AL, 2425 
Gilbert Ave., Cincinnati 6, Ohio. 
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Leigh Shutter 

A low-cost display promotes Leigh’s 
No. 1600 Series aluminum shutter line 
available in sizes to fit every window. 
Unit is 16” x 21” high, weighs only 5% 
pounds. An actual-size shutter section in 
gloss green is included on display. Unit 
is $4.17 each, list price, less maker’s cost 
discount. Leigh Building Products, Div. 
of Air Control Products, Dept. AL, 
Coopersville, Mich. 
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HIGH-REACH capability of 6,000-ib. capacity Transitier fork 
lift truck is shown. Unit can reach out-and-over with blades 
swiveled in 190° arc. This Super-Cary lift was tested at Stahl- 
man Lumber Co., Houston for over a year. 


New Fork Lift Truck 
Reaches for Materials 


PORTLAND, OrE.—A new fork lift truck that reaches, 
lifts and carries building materials loads from one side of 
trucks, rail cars or stacks has been developed by Tran- 
sitier Truck Co. 

Demonstrated at the National Retail Lumber Dealers 
Association convention in San Francisco, November 13- 
16, the Super-Cary lift series ranges from 6,000 to 70,000- 
lb. capacity. All models can reach out at any point in 
their lifting cycle and swing and lift blades in a 190° arc. 

Forks can be positioned below ground level and carri- 
ages of each have fore and aft back and down rotation. 
All have the same number of forward and reverse trans- 
mission speeds. End-loaders and other attachments are 
available. 

Traction. Each model has dual front and single rear 
wheels to allow greater utilization of horsepower. Moving 
the overhead arms from back to forward position permits 
the operator to maintain maximum weight on drive wheels 
at all times, In the retracted position the weight of the 
overhead arms and reach bracket asserablies is added to 
the counterweight when lifting capacity loads. 

Test. Stahlman Lumber Co., Houston, experimented 
with a 6,000-Ib. pilot truck for over a year, offering new 
ideas on building materials handling. B. J. Stahlman said 
he had “excellent success” with the unit. 

“This machine does considerably more work, using one 
man, than other fork lifts of similar specifications,” 
StahIman said. “It works faster because of its reaching 
ability. Trucks or cars were loaded or unloaded from one 
side working easily through low doors or under ceilings. 
We reached over low stacks to remove materials from 
high ones. Cost is about $1,200 more than a similar fork 
lift, but it is worth it.” 

For further information, write Transitier Truck Co., 
subsidiary of Pettibone Mulliken Corp., Dept. AL, 5475 
N. Lagoon Ave., Portland 17. 
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a 
ALUININUIN PRODUCTS 
With STERLITE Finish To Assure Greater 
Durability, Longer Life, Lasting Beauty 


STERLITE is the long-lasting finish that only Sterl- 
ing Factories gives its aluminum products. It is 
above and beyond ordinary anodizing... not just 
a light coverall treatment, but a scientifically con- 
trolled coating which guarantees maximum pro- 
tection and new looks far beyond the life of 
competitive products. 


Thus the extra heavy gauge, top quality aluminum 
used in Sterling Factories aluminum products which 
gives longer, more satisfactory service, is still fur- 
ther fortified by THE STERLITE PROCESS which 
assures unparalleled protection against all atmos- 
pheric conditions. 


When you stock Sterling Factories Aluminum Build- 
ing Products you have the finest available... all 
quality-controlled to an unmatched standard. If 
you have customers for aluminum building pro- 
ducts who are satisfied with only the best, we 
would like to do business with you. We invite you 
to get in touch with your Sterling Factories Repre- 
sentative ...or write to Dept. AL. 


1961 


Alerling Ie 20ES sees 
‘te, 40 Cherry St, Erie, Pa.| 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time——30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 


Phone Fi 6-7788 





HELP WANTED 








Retail Wholesale Business has opportunity 
for aggressive manager in going oy gg 
Investment required approx. $15,000 to 
$20,000.00. Business expandin nag ie 
ber experience necessary. Address Box 0-20 
American Lumberman & Building Products 
Merchandiser. 








SITUATION WANTED 








BUSINESS FOR SALE 














Experienced in Architectural Millwork as 
an estimator, detailer and biller. Address 
Box N-63 American Lumberman & Building 
Products Merchandiser. 





Situation Wanted 
Accountant—Credit Manager with Wholesale 
Sash and Door Jobber. Consolidation causes 
elimination. Experienced in window unit 
and branch costs. Excellent credit record. 
Best of references. Address Box 0-22 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





Would like to make purchase agreement 
with lumberman who wishes to retire. Fully 
qualified. Will accept management of large 
volume yard with profit sharing plan. Ad- 
dress Box 0-21 American Lumberman & 
Building Products Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











SALES REPRESENTATIVE 

All territories. New, beautiful, finished 
printed plywood. Exclusive (Grain Tone) 
wall paneling. High quality, low price, high 
commission. Contact Sales Manager: 

Frank Marshall 

502 Wadleigh Avenue 

West Hempstead, L.I., N.Y. 





RAILS WANTED 








RAILS: New and able Kin Bought and Sold. 
ge Bag a Trucks in stock. 

FRANK, Lexington Ave., New 
York” ‘17. 400 Park B Bldg., Pittsburgh 22, Pa. 


Retail Lumber, Bldg. Material & Fuel busi- 
ness grossing $400,000.00 with no salesmen. 
Can be doubled using Art Hood’s methods. 
Will sell inventory and equipment on easy 
terms to responsible person. Lease real es- 
tate. Modern store and office, easy working 

ard. Long established in growing Eastern 
enna. town. All inquiries answered. Ad- 
dress Box N-67 American Lumberman & 
Building Products Merchandiser. 





Established 50 years, Retail Lumber & 
Building Materials Yard in Central In- 
diana. Approximately 3 ~~ land with 
 ~ rail sid 7500 Sq. Ft. sheds, ae Sq. 


i Ft. offices ae 9 Bg Box suippes, American Loy Pan 
& B ing Products Merchandiser. 





LUMBER YARD—+for sale or lease. Chicago's 
finest N. W. suburb. All lumber under 
sheds. Side track. Reply stating manage- 
ment experience, cash available, bank ref- 
erences. Address Box N-68 American Lum- 
berman & Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 











For Sale: 

1 car 1x6 #2 Cypress 

1 car 6’ Cypress stacking sticks 

Please phone or wire your orders. 
Gaiennie Lumber, Shreveport, La. 


$105.00 
9¢ ea. 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





No. 4-L 
SINGLE SURFACER 


a@ money saver for 


lumberyards and growing shops 


A medium size, wedge bed adjusted planer with built-in 
accuracy. Instantaneous micrometer control of lower 
rolls and back pressure bar saves time. Sectional feed 
rolls, chip breakers and four driven rolls contribute to 
safe, kick-back free operation. These and other features 
make this moderately priced planer your best buy. Sizes 
Write for Bulletin No. 61. 


24”, 26”, 30” x 8”. 


PLANER SPECIALISTS SINCE 1862 


BUSS MACHINE WORKS, INC. 


A Subsidiary of Greenlee Bros. & Co. 
HOLLAND, MICHIGAN 


238 EIGHTH STREET EX 2-234! 
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Follow Art Hood’s 
Series in Each Issue of A.L. 


You'll learn 
the way to... 


‘*‘Management”’ 


Dealer Seles Control 
See Page 5 
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HOW TO TAKE NOTES 
FOR THE BEST RESULTS 






































Note: The convention season is upon us. Perhaps the 
following check list will help you get more than here- 
tofore from your convention programs. 

I. Find out before the talk or lecture whether the 
speaker will give you—a copy or an outline, of his 
remarks. 


II. If the former, secure a copy and:— 
1. Underline what you want to remember 
2. Double check what you expect to do some- 
thing about 
3. Put a question inark in front of items you 
don’t agree with 
. Circle key paragraphs and items you wish to 
study further 
. At top of paper note everything you are 
going to do about what you have read or 
ee and transfer action notes to tickler 
ile 
III. If you are given an outline use the outline itself 
for note taking purposes 


IV. In making notes during a speech or lecture: 

(a) aim to get down the important thing to you. 
Omit irrelevant matter. (but be sure you 
won't regret not noting misclassified ma- 
terial) 

(b) set down the objectives 


HURUNUI ESET ATTEN 


(c) get the principles down 

(d) list the strategies, tactics and methods (note 
the action verbs hooked on to things) 

(e) if you are going to quote the speaker directly 
get his exact words 

(f) don’t confuse affirmation and negation 

(g) try to get important points in logical (and 
chronological) sequence 

(h) watch the speaker closely for emphasis—if 
he is experienced he will sub-consciously 
direct your note taking 

(i) always summarize your conclusions at the 
earliest opportunity 


V. If a conference instead of lecture, use above 
technique but place initials of contributor after each 
note for further reference. 


VI. Check your notes with those of some colleague 
you respect. Argue out differences of opinion as to 
subsequent action. 


VII. The most important notes you make are those 
stating what you are going to do about what you 
have learned. Get this down in sequence and give 
yourself a time quota. 

Be specific as to what, where, when, how, whom and 


what with. 
ART HOOD 
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M SHUTTERS 


Modat: ofColonial custom- 
hufters,A style, size 
orgfor every home. 


(@nsurpassed quality at 


ivate label available for quantity users. 


$c) ALUMINUM DOOR GRILLES 


oS Large Selection 
42 Beautitul Satin 


luminum Products Co. 


y St., Pittsburgh 12, Pa. 
Phongg A@egheny 1-9117 
ase send full information on NAPCO Aluminum 


Iding Specialties. 
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ORNAMENTAL 
ALUMINUM 
COLUMNS 


Large selection of 


easy every purpose. 





DELUXE ALL-ALUMINUM 
Door & Window CANOPIES 


Quality with Economy. Choice 
of 6 Sizes—3 colors. 

















a hard to beat price. 


Anodized Finish 
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Used Trucks to meet 


your most exacting 
needs 


Now is an unusually good time to select the used 
truck you’ve been thinking about. Introduction of new 
models means that the selection of high-value used 
trucks on our trading lots is wider now than ever. 
Many have the famed Mack Thermodyne® diesel power 
offered only by Mack. 


The Mack-built Thermodyne diesel engine is one 
of the major reasons there are twice as many diesel- 
powered Macks on the road as the next nearest make 

. more than the next two makes combined. It’s the 
reason, too, why Mack has been No. 1 in diesel truck 
sales for seven straight years. 








Stop in and see your nearest Mack branch or dis- 
tributor. He’ll be able to show you an unusually fine 
selection of used Macks and other dependable trucks 
and tractors. He’ll handle all details of financing and 
insurance, too, if you wish. Mack Trucks, Inc., Plain- 
field, New Jersey. 


MACK 


headquarters for the finest in 


USED TRUCKS 



















Circle No. 64 on Handy Cover Card 


The Post That's 
FARM-TESTED 


Since 1915 over 60 million 
of these straight, strong, 
durable LONG-BELL posts 
have been installed on the 
farms and ranches of 
America. 

Pressure-treated with 
100% creosote or with 5% 
Penta solution they guaran- 
tee years and years of trou- 
ble-free fenceline service. 

Stock the famous L-B post 
for real customer satisfac- 
tion. 








manufactured only by 


Wood Preserving 
Division 


International Paper Company A 
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EASY SELLING...WITH 


You sell home buyers when you feature the low up- 
keep and lasting beauty of aluminum... Reynolds 
Aluminum. 

You sell home builders when you stock quality 
aluminum products with the Reynolds Aluminum 
“House of Ease’”’ label. It ties in to selling promo- 
tions ...network TV, magazines. It seils for remod- 
eling as well as new construction. 

And you sell locally with your own line of “In- 
dependence Homes,” developed by Reynolds and 









REYNOLDS ALUMINUM 


the Lumber Dealers Research Council together. 
The Easy Living concept is part of this exclu- 
sively dealer-sold line. The homes are architect de- 
signed and engineered for the Lu-Re-Co system, 
with a complete package of aluminum products. 
It’s all part of a Reynolds program that has for 
its goal efficient distribution through regular 
Building Supply Dealers. Let us show you how this 
program can expand your business. Write to 
Reynolds Metals Company, Richmond 18, Va. 


t 


apnea 


, 


REYNOLDS @@ ALUMINUM 


See Reynolds TV shows: “HARRIGAN AND SON” Friday evenings, “ALL-STAR GOLF” Saturdays, ABC-TV. 
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FLUSH PULLS 
_ SOLID BRASS 


NATIONAL MFG CO, STRUNG. 


Turnover-conscious dealers know that sales people 
sell the itern that’s easiest to sell—easiest to find. 
That’s why hardware from National Manufac- 
turing Co. moves off the shelf faster. National’s 
Picto-Graphic cartons and Visual Paks also en- 
courage impulse buying . . . there’s no guessing 
what’s inside. 


And when it comes to inventory, there’s no 
loose, unidentifiable stock on your shelves. Na- 
tional’s Picto-Graphic carton gives the item name, 
stock number, and full description. Visual Paks 
are quickly counted in the sealed polyethylene 
bags. Join the swing to National Manufacturing 
Co.! 


en * NATIONAL MANUFACTURING CO. 


* 11012 First Avenue Sterling, Mlinois 
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